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Rough Proofs 


Tyrone Power’s retirement from 
radio doesn’t indicate a revolt in 
Hollywood—just Ty’s anemic bat- 
ting average in the listener scores. 


a ee 


Crump Smith says the fashion 
element is relatively unimportant 
to the woman buying a dress. Sure 
—the only things she wants to know 
is whether the material is all wool 
and a yard wide. 
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When a man says fashion is un- 
important to women, you wonder 
just what kind of women he’s in 
the habit of associating with. 
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Maybe instead of listening to the 
advice of professional consumer 
representatives, advertisers had 
better spend their time watching 
women follow the ball in the shop- 
ping line. 

; 


The troubles of Al Jolson and 
NBC as the result of his uncompli- 
mentary reference to a hotel are 
just another reminder that broad- 
casters do live in glass houses. 
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Harold Ickes is hard to please. 
Not even the publicity he got on 
the Gannett debate convinced him 
that the press in America prints 
the news, no matter how icky. 
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Mr. Ickes is like that other well 
known politician who declared that 
there is no such thing as bad pub- 
licity. 

vv? 


Now that Honest Harold has been 
mentioned by name in a _ world- 
wide broadcast by der Fuehrer 
himself, he’s satisfied that at last 
they must appreciate him even in 


Winnetka. 
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The big drive on Bendix home 
laundries includes a sales training 
ourse, with text books, demonstra- 
tion film and written examinations. 
s also hoped the salesmen will 


some time left in which to 
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Gov. James of Pennsylvania ob- 

ects to the large volume of liquor 
ertising, but so far hasn’t said 

nything about the large volume of 
ior drinking. 
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The Michigan supreme court has 
‘ared unconstitutional a law 
‘biting the use of gifts or pre- 
The baker can now go 
‘ to selling a baker’s dozen. 
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onventional methods of elect- 
* Insurance directors suggest 
t policy holders are just as 
interested in the manage- 
{ their funds as most stock- 
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ue best crack of the month was 
a Chamberlain’s when he said 
s,:, 04 don’t have to be in the 
"5 ne to be in the line of fire. 
Copy Cus. 


New ‘Cold-Wall’ 


Frigidaire to Make 
Bow March 4 


Heavy Advertising Sup- 
port for Latest Refriger- 
ator Innovation 


Dayton, O., Feb. 9.—With the last 
of a series of introductory showings 
scheduled for next week, almost 
50,000 members of the Frigidaire 
organization, including distributors, 
dealers and salesmen in 30 cities, 
will have seen the spectacular new 
“cold-wall” refrigerator line and the 
elaborate plans that have been 
formulated for 1939 consumer pro- 
motion. Each dramatized presenta- 
tion consumed about five hours. 

The leader of the 1939 Master 
and Special lines will be a refrig- 
erator whose cooling coils are 
concealed in the walls. In the lower 
half of the cabinet, cut off from 
the upper section by an air-tight 
glass partition, the highest humid- 
ity yet known in a refrigerator is 
achieved. The 50 per cent hitherto 
regarded as normal has been in- 
creased to 90 or more, 98 per cent 
being reached in the hydrator. 

The Frigidaire clan witnessed 
natural color X-ray movies which 
demonstrated how vegetables dried 
out quickly under former methods, 
and how both appearance and vital 
elements are preserved indefinitely 
under the new. These pictures will 
also play an important role in ad- 
vertising. 

The “cold-wall” Frigidaire will 

(Continued on Page 7) 


Evening Tabloid 
Paper Rumored 
for New York 


New York, Feb. 9.—Rumors that 
this city is soon to have a new af- 
ternoon tabloid newspaper were 
characterized as premature today 
by Edward G. Stanley, who ad- 
mitted that he is attempting to pro- 
mote such an undertaking, but thus 
far with no definite assurance of 
success. 

Mr. Stanley, who was an execu- 
tive editor for the Associated 
Press until last fall, declined to re- 
veal any details concerning his 
move or to name his associates. The 
deal hinges on his ability to ar- 
range for the necessary financing, 
he said. 

Plans, so far as they have become 
known, include a liberal use of 
color printing, mechanical arrange- 
ments for which have been com- 
pleted. 
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COLD FACTS 


Frigidaire dealer 
spotlights the significance of the new 
line's technical advance. 


Mustard Box 
Makes a Bid for 
the Bathroom Shelf 


(Picture on Page 35) 


copy in newspapers 


Rochester, N. Y., Feb. 9.—The 
bathroom shelf may supplement the 
kitchen cupboard as a resting place 
for the mustard box, if a test cam- 
paign just inaugutated for Col- 
man’s mustard by Atlantis Sales 
Corporation meets expectations. 

Reminiscent of the old-time use 
of mustard baths as a cold cure, test 
newspaper copy has been started in 
six cities featuring “restorative 
mustard baths” as the modern way 
to “check overfatigue”’ and “soothe 
jumpy nerves.” 

Insertions twice weekly will ap- 
pear for five months in seven news- 
papers, according to the J. Walter 
Thompson Company here. One- 
minute transcribed radio announce- 
ments are also scheduled. 

The scientific research which led 
to the new claim for Colman’s mus- 
tard will be explained in the ad- 
vertising columns of medical jour- 
nals. Dr. John A. Killian was in 
charge of the research. 

William Resor, account executive, 
said that a national campaign on 

1e mustard bath theme will be un- 
dertaken if tests prove successful. 


| 


| in Congress was indicated this week 
| when Rep. Wigglesworth, Massa- 
|chusetts Republican, made a fiery 
| address opposing reduction of the 
| personnel from seven to three men. 


Smaller FCC 
Proposal Draws 
Fire of Opponents 


Washington, D. C., Feb. 9.—That 
the proposed reorganization of the 
Federal Communications Commis- 
sion may meet strenuous objections 


Wigglesworth charged that the re- 


| organization would result in a dic- 


tatorship. 

_ It was also disclosed this week 
| that during the executive hearings 
before the appropriations committee 
several weeks ago, Frank R. Mc- 
Ninch, chairman of the FCC, was 
subjected to some leading questions 
on commission policies. The House 
refused to vote funds for FCC oper- 
ation during the next fiscal year, 
delaying its approval until reorgan- 
ization plans were more clearly de- 
fined. 


How FCC Will Function 


Senator Wheeler and Representa- 
tive Lee, chairmen of the respective 
interstate commerce committees of 
the two branches, introduced the 
new legislation today. The bills 
provide for a three-man commis- 
sion empowered to name depart- 
ment executive directors each in 
charge of one division: broadcast- 
ing, communications and interna- 
tional radio. Committee hearings 
are expected soon and an effort 
will be made to push the bills 
through quickly. 

To initiate this study, those han- 
dling the FCC reorganization will 
offer a rough draft of a bill upon 
which extensive hearings will be 
held by Senate and House sub-com- 
mittees of the interstate commerce 
committees. These hearings would 
crystallize Congressional sentiment 
on many questions, including multi- 
ple ownership of radio stations, 
newspaper ownership of stations, 
superpower, responsibility of broad- 
casters for material broadcast, and 
probably some clarification of libel 
laws as they affect broadcasters. 


been completed. 


New York, Feb. 


the next few days. 


fast Sihente Bows Pladhes 


Twenty Agencies Vie for Air Transport Account 

Chicago, Feb. 10.—Twenty agencies are making presentations before 
the advertising committee of the Air Transport Association, entrusted 
with selection of an agency for its $300,000 campaign. 


Financing has 


Agencies now handling air transport accounts have 
been excluded from the competition. 


Merger Pending in Farm Paper Field 

10.—It was reported here today that a merger 
involving Farm Journal and another nationally circulated farm paper 
has just been consummated. Details are expected to be released within 


M-G-M Show for Maxwell House Canceled 


New York, Feb. 10. 


/canceled, effective March 30. 


Metro Goldwyn Mayer Pictures Corporation 
revealed today that the “Good News of 1939” radio program has been 
The program, featuring M-G-M movie 


stars, is sponsored by General Foods for Maxwell House coffee. Neither 


| the sponsor nor Benton and Bowles, 


| 
| 


the agency, would comment. 


Schick Wins Right to Use Name in Canada 
Ottawa, Feb. 10.—Action brought by the Magazine Repeating Razor 


Company, Niagara Falls, Can., to prevent use of the Schick name by 


| Schick Dry Shaver, Inc., St. Johns 
| Exchequer Court. 


, Que., was dismissed today by the 
Though holding valid a licensing agreement made by 


' the late Jacob Schick in 1925, the court held there is no danger of pub- 
| lic confusion as to origin of the products of the two companies. 


Fourth Advertising Age 
Competition for U. S. 
and Canada 


Chicago, Feb. 10—For the fourth 
successive year, ADVERTISING AGE is 
offering $1,000 in cash prizes in a 
national competition among high 
school and college students for es- 
says on “How Advertising Benefits 
the Consumer.” 

The purpose of the competition, 
which will be given wide publicity 
among high school and college stu- 
dents throughout the United States 
and Canada, is to induce more care- 
ful and intelligent thinking about 
the social and economic functions 
of advertising, and to counteract de- 
structive anti-advertising propa- 
ganda by inducing students to in- 
vestigate the subject fully and care- 
fully. 

Convinced that destructive and 
scurrilous anti-advertising attacks 
launched by self-styled defenders 
of the consumer could no longer be 
ignored, ADVERTISING AGE launched 
its first national student essay con- 
test in 1936, with the idea that even 
a limited amount of thought 
and study of the social and eco- 
nomic advantages of advertising 
would almost automatically wipe 
out the ill effects of the biased, half- 
true assertions of anti-advertising 
propagandists. It confined its efforts 
to high school and college students 
because careful investigation, in- 
cluding a detailed study of teaching 
practices in 15 or 20 of the country’s 
leading colleges and universities, 
indicated that the anti-advertising 
virus flowered most luxuriously in 
scholastic and academic circles. 


Rules Unchanged 


While these contests have accom- 
plished much, the need for such a 
counter-attack on vicious and unfair 
anti-advertising efforts has not 
ended, but rather has increased 
during recent years, and as a con- 

(Continued on Page 33) 


Brewers Adopt 
Slogan for Public 
Relations Copy 


New York, Feb. 9.—The economic 
role of the brewing industry and 
the slogan, “Beer . . . a beverage of 
moderation,” are co-featured in first 
1939 advertising by United Brewers 
Industrial Foundation, just released 
to newspapers and magazines. 

The newspaper schedule calls for 
insertions to appear in about 2,500 
newspapers in small cities and 
towns. The magazine list, at least 
for the present, consists of Collier’s, 
Liberty, and Life. Other magazines 
may be added. 

Initial copy for both newspapers 
and magazines points out taxes paid 
by the brewing industry would foot 
the entire bill for the Civilian Con- 
servation Corps for the fiscal year 
of 1938. Whereas CCC expenditures 
totaled $326,000,000, brewers are 
taxed over $1,000,000 a day. 

Copy also plays up industry at- 
tempts at regulation. The Nebra- 
ska “clean up or close up” program 
to aid local authorities in closing up 
undesirable outlets is mentioned, 
and readers are asked to send for 
a free booklet which explains the 
plan and gives beer facts. 

Newell-Emmett Company has the 
account. 
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Loss Leader Bills 
on Dockets in 
State Legislatures 


Enactment Sought by 
Independents Through- 
out the Country 


Albany, Feb. 9.—Members of the 
New York State Merchants’ Asso- 
ciation, said to number almost 40,- 
000, and independent merchants 
generally are bombarding legisla- 
tors with telegrams, letters and 
telephone calls urging favorable 
consideration of the Parsons-Es- 
quirol anti-loss-leader bill. 


bearing the unanimous’ endorse- 
ment of the National Food and 
Grocery Conference Committee, it 
makes unlawful the sale of regular 
merchandise by retailers at less 
than a markup of 6 per cent and 
by wholesalers at less than 2 per 
cent, plus freight or cartage charges 
of three-fourths of 1 per cent. 

The bill declares that “Adver- 


YOU—a coupon clipper? Chances are, you 
send in about a half dozen a year. But if 
getting out broadsides and folders is part 


of your job, the coupon 
those to clip for 1939. 


HERE’S WHAT that coupon brings you: A 
portfolio of top-notch offset jobs which 
were produced for eleven different adver- 


tisers. Folders, booklets, 


sides . . . samples of practically every type 
of direct-advertising piece 


HAMMERMILL 


Also | 
known as the “unfair sales act” and | 


|tisement, offer to sell, or sale of 
any merchandise, either by retail- 
ers or wholesalers, at less than cost 
jas defined in this article, with the 
|intent, effect, or result of unfairly 
|diverting trade from or otherwise 
injuring a competitor, or with the 
|result of deceiving any purchaser 
|or prospective purchaser, substan- 
tially lessening competition, unrea- 
|sonably restraining trade or tend- 
ing to create a monopoly in any 
line of commerce, is an_ unfair 
method of competition contrary to 
|public policy, and in contravention 
lof the policy of this article.” Each 
‘such offense is made a_ misde- 
meanor, punishable by a fine of not 
more than $500 or by imprison- 
ment of not more than six months. 
|Proof of any such advertisement, 
|offer to sell or sale shall be prima 
|facie evidence of a violation of the 
llaw. 

Exceptions to the Bill 


Exceptions are: bona fide clear- 
ance sales, if merchandise is adver- 
tised, marked and sold as such; per- 
|ishable merchandise whose prompt 
sale is necessary to forestall loss; 
|imperfect, damaged or discontinued 
/'merchandise, when so advertised, 
etc.; merchandise sold upon final 
any business, for 
purposes or to relief 


liquidation of 
| charitable 


agencies, or on contract to govern- 
mental departments and _institu- 
tions; “where price of merchandise 
is made in good faith to meet com- 
petition, sale of merchandise on 
court order.” 


MICHIGAN CONSIDERS 
LICENSE SETUP 

Lansing, Mich., Feb. 8.—A fair 
trade bill designed to prevent de- 
ceptive trade practices through es- 
tablishment of a Michigan fair 
trade commission and licensing of 
wholesale and _ retail merchants, 
has been introduced in the state 
legislature. 

The bill would create a _ three- 
member commission to administer 
the law. All wholesalers and re- 
tailers would pay a license fee of 
$3 yearly, and violations of the act 
would be misdemeanors subject to 
fine of $1,000 and one year in jail. 
Merchants would be _ prohibited 
from selling below cost (price paid 
by the merchants for the goods 
plus six per cent in the case of re- 
tailers and two per cent for whole- 
salers.) 

Five thousand chain stores in 
Michigan will save $600,000 a year 
in taxes if a proposal presented to 
the state legislature is adopted by 
that body. 


Representative Chester B. Fitz- 


below is one of 


2-color, 4-color work . . . “‘different’’ treat- 
ments in layout and design . . 
house of useful new ideas. 
jobs are offset lithographed on Hammer- 


. a ware- 
All of these 


mill Offset Paper. 


NOW . 


catalogs, broad- 


1-color, 


Hammermill Papert 


Please send me, 
folio of Commercia 


ee 


. instead of listing here the ad- 
vantages of Hammermill Offset, we will 
let the finished jobs speak for the paper. 
So clip and mail the coupon now. Send 
for this portfolio and give yourself a run- 
ning start on your next offset job. 


Co., Erie, Pa. 
free, the Port- 1 
1 Specimens on 
AA-2-13 


1 \o™ Hammermill Offset. \ 
_ 
1 Name————"_ 
nat _ —— 
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HALF AND HALF 


Some women may have been born with- 
out beauty, but according to Elizabeth 
Arden there does not exist one who can- 
not be made pleasant to look upon. This 
theme is being stressed in current maga- 
zine copy which utilizes this unusual 
illustration to spotlight key makeup 
points. 


gerald of Detroit, who sponsored 
chain-store tax in 1933, yesterday 
moved to repeal the act. He said 
the tax produced $600,000 in reve- 
nues for the state last year, but 
that he is now convinced that the 
tax created inequities, adding that 
an increase in independently owned 
retail establishments from 47,822 to 
54,711 during the period the tax 
has been on the statute books, con- 
tradicts the former theory that the 
independent merchant could not 
compete with the chain stores. 


INDIANA MEASURE 
MAKES REAPPEARANCE 


Indianapolis, Feb. 8—A bill 
identical with the “loss leader” 
measure, which failed to pass in the 
1937 session of the legislature, was 
introduced in the Indiana House 
last week. 

The measure would prohibit the 
sale or advertisement of any com- 
modity or service, including utili- 
ties, below cost with the intent to 
destroy competition. It also would 
require chain stores to have uni- 
form prices on the same articles in 
all their outlets. 


PENNSYLVANIANS 
URGE “TEETH” IN LAW 

Harrisburg, Pa., Feb. 8.—Retail 
grocers and druggists in Pennsyl- 
vania will combine forces for a leg- 
islative move to put teeth into the 
state’s fair sales act, an alterna- 
tive for Fair Trade by prohibiting 
retail sales below cost. 

Chauncey E. Rickard, secretary 
of the Pennsylvania Pharmaceu- 
tical Association, said his organiza- 
tion and the grocers would work 
together to strengthen the law, 
which is now facing a court deci- 
sion on constitutionality. 


BILL INTRODUCED 
IN NEW HAMPSHIRE 

Concord, N. H., Feb. 8.—The so- 
called “unfair sales act,” patterned 
after similar legislation already en- 
acted in Massachusetts and under 
consideration in other states, was 
introduced in the New Hampshire 
legislature this week. 

The proposal sets the same 
markup standards suggested else- 
where: six per cent for retailers 
and two per cent for wholesalers. 
One provision says that “evidence 
of any advertisement, offer to sell, 
or sale, of any item of merchandise 
by any retailer or wholesaler, at 
less than cost to him, as herein 
described shall be prima facie evi- 
dence of intent to injure competi- 
tors or destroy competition.” 


New Post for Quigg 


Floyd B. Quigg has joined Ford, 
Browne & Mathews, Chicago, as ac- 
count executive specializing in 
wood, furniture and woodworking 
machinery. 
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Southern Ad Men 
Hit Patman Bill, 
Fair Trade Act 


Dallas, Feb. 8.—A resolution cop. 
demning the Patman chain tax bill, 
now pending in Congress, and the 
proposed Texas fair trade act, hag 
been adopted by the board of qj. 
rectors of the Tenth District, Aq. 
vertising Federation of America, 
Fourteen cities in Texas, Okla. 
homa, Arkansas and _  Louisiang 
were represented in the action. 

In support of the Patman resoly. 
tion, figures taken from tabulations 
compiled by the Institute of Distrj. 
bution were presented showing the 
expenditures made by chain stores 
for advertising and printing in the 
four states comprising the Tenth 
District. The total amount was 
reported as $6,200,000. 


Protection for Advertising 


“Advertising is not only protect- 
ing itself in fighting this measure, 
but is looking to the interests of the 
consumer as_ well,” L. Leroy 
Swartzkopf, district governor, re- 
marked. , 

The next quarterly meeting will 
be held in San Antonio, April 22, 
with subsequent sessions scheduled 
for New Orleans, Aug. 26, and the 
annual convention in Houston in 
October. 

The district went on record as 
adopting a plan sponsored by Mr. 
Swartzkopf for organization of a 
speakers’ bureau, for the _ inter- 
change of speakers on programs 
before local clubs. Plans were also 
made for a series of talks covering 
all forms of advertising and adver- 
tising media. 


New Posts for 
“Pictorial Review” Staff 


The Hearst organization has ab- 
sorbed all but two of the staff of 
Pictorial Review, which has sus- 
pended publication. William Trout 
has gone to the Cleveland office of 
Curtis Publishing Company, and 
Walter Milligan is now with Henri, 
Hurst & McDonald, Chicago. 

Fred Gillespie has been named 
Chicago manager for all Hearst 
publications. Coe Adams is Western 
manager of Good Housekeeping; 
Jack Herbert, New England man- 
ager of Good Housekeeping; Frank 
Young, New England manager of 
Cosmopolitan; Rodney Tilt, repre- 
sentative for Town & Country; Dan 
Curran, Eastern representative of 
Good Housekeeping, and Hap Hous- 
ton, representative for all Hearst 
publications on the West Coast. 


N. J. Drive for Eggs 


New Jersey Poultry and Egg Co- 
operative Marketing Association, in 
cooperation with the New Jersey 
Council, has started a drive on cer- 
tified fresh New Jersey eggs. The 
schedule calls for insertions in 14 
New Jersey daily and weekly news- 
papers once a week through June. 
Brooke, Smith, French & Dorrance, 
New York, is the agency. 
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GLENMORE ADDS COLOR 


Finn Named RCA 
Ad Manager: Joyce, 
Walker Advanced 


Camden, N. J., Feb. 9.—David J. 
Finn, assistant advertising manager 
of RCA Mfg. Company, has been 
appointed advertising and sales pro- 
motion manager, George K. Throck- 
morton, president, announced today. 
At the same time he announced the 
elevation of Thomas F. Joyce to 


the position of vice-president and 
advertising director, and Frank B. 
Walker to vice-president in charge 
of all record activities. 

Associated with the record busi- 
ness since 1919, Mr. Walker was 
named general manager of the old 


Glenmore Distilleries Company, which 
has used black and one color in its 
‘Facts Behind Our Human Customs" 
campaign, used four colors for the tenth 
in the magazine series, "Why you tip 


tect- your hat to a lady." This strengthening 
sure, is due to cordial reaction from both 
f the public and trade, D'Arcy Advertising 
eroy Company, the agency, said. 
re- , —— — 
will Wachtel Holds | 
1 22, ° 
wied | Fair Trade Boon 
i the *. 
nin | to Liquor Industry 
Washington, D. C., Feb. 9.—En- 
das thusiastic endorsement of fair trade 
Mr. was expressed by W. W. Wachtel, 
“8 president of Calvert Distillers Cor- 
ater poration, in an address before the 
a Advertising Club of Washington to- 
day. 
— “Only one outstanding piece of 
iver- legislation designed to improve the, 
welfare of the retail merchant has 
been passed by the government in 
' many years,” said Mr. Wachtel. 
{ “That is the law which permits the 
owner of a trademarked product to 
; ab- | fix the minimum price at which it 
ff of “| may be sold. And even this one 
one simple remedy is begrudged the 
ce of beneficiaries by a small vociferous 
and minority.” 
fenri, Fair trade has a special signifi- 
cance for the liquor industry, Mr. 
amed Wachtel added. 
earst “We cannot reach out for new 
stern customers; we cannot ‘turn on the | 
oe team’ to increase volume; we are | 
remke restricted in our advertising, being | 
sr of unable to encourage use of liquor | 
ppre- or to make any claims for its vir- 
'Dan 5 tues. That is as it should be, from | 
e of | the social viewpoint. Nothing could | 
lous- |) be worse for the industry than | 
earst | price-cutting which would make | 


liquor available to those unable to | 
afford it.” | 


Pacific Northwest 
Group Renames Winch 


S. R. Winch, business manager of 
the Portland Journal, has been re- 
elected president of the Pacific 
Northwest Newspaper Association. 
John Russell, business manager of 
the Vancouver Daily Province, was 
named vice-president. 

Other officers are W. H. Cowles, 


eneral manager of the Portland 
Oregonian, second vice-president, 
nd Robert M. Mount, Portland, 


retary. | 


Agency Suspends 
Griffes & Bell, New York, has | 
ed its doors after three years of | 
ition. Neither C. Frederic Bell, | 
ident, nor A. R. Griffes, execu- | 
vice-president, have announced | 
for the future. Among the | 
ints handled by the agency | 
Bachman Brothers, Philadel- | 
un glasses; Briggs Clarifier | 
pany, Washington, D. C., oil 
Virginia Dare Extract Com- | 
New York; and Debevoise 
mpany, Brooklyn, paints. 


Southard Added 
raul E. Southard, formerly mer- 
ise specialist for RCA Victor, 
of RCA Mfg. Company, 
‘en, N. J., has joined Ameri- 
“4 ecord Corporation, New York, 
. executive sales capacity. 


( 


Idlewhyle to Houck 


, Idlewhyle, resort hotel at | 
;; sa Beach, Va., has appointed 
+ a. & Co., Advertising, Roanoke, | 
az, “ Girect its account. 


Get all VYHREE fat ducks 


Columbia Phonograph Company in 
1924. He joined RCA in 1933 to 
organize the company’s electrical 
transcription business. 

Mr. Joyce becomes the youngest 
RCA vice-president at 34 years of 
age. Before becoming head of the 
company’s consolidated advertising 
and sales promotion department in 
1934, he was a member of the ad- 
vertising department. Previously 
he was with General Electric Com- 
pany. Mr. Finn was appointed as- 
sistant to Mr. Joyce in 1934. For- 
merly he was with Edison Lamp 
Works and RCA Radiotron. 


KGKO to Free & Peters 
Station KGKO, Fort Worth, Tex., 

has appointed Free & Peters, New 

York, as national representative. 
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THE OREGONIAN...THE THREE-MARKET NEWSPAPER! 
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A study of the Oregon market shows 


conclusively that it 


breaks down into three well- 


defined divisions. Portland leads with 35%, of the 


market’s retail sales. Then there’s the Suburban 


market (100 mile 


radius) with 33°; and the 


Upstate market with 32%. 


The Oregonian is the one newspaper that de- 


livers adequate, balanced coverage of all three of 


these divisions. Its 


dominant circulation closely 


follows the sales curve. It gives you circulation 


where you get your 


sales, with 43% in Portland; 


43% in the Suburban Market; and 14% Upstate. 
Thus, Oregonian advertisers utilize the Market's 


HE OREGONIAN § 


PORTLAND, OREGON 


VERREE & CONKLIN jf 285 Madison Ave., New York 333 N. Michigan Ave., Chicago 
National Representatives ) 321 Lafayette Blvd., Detroit 


Gets Pedigree Fabrics 


Raymond Levy Organization, 
New York, has been appointed to 
handle the consumer magazine and 
business paper advertising of Pedi- 
gree Fabrics, Inc., manufacturer of 
acetate and rayon fabrics. Irving 
Schindler is account executive. 


ANPA Sets Dates 


The annual convention of the 
American Newspaper’ Publishers 
Association will be held at the 
Waldorf-Astoria Hotel, New York, 
April 25-28. 


Gerber to Agency 


Daniel O. Gerber, formerly with 
Gerber & Crossley, Portland, Ore., 
has joined Mac Wilkins & Cole, 


Radio Sales 
Adds McGeehan 


Radio Sales, Columbia Broadcast- 
ing System division representing 
the network’s owned and operated 
stations, has appointed Martin J. 
McGeehan manager of its Milwau- 
kee office. He comes to Radio Sales 
from the Techni-Craft Company, 
Milwaukee, where he was general 
sales manager. 


Oneida Starts Campaign 


Oneida, Ltd., Oneida, N. Y., has 
launched its spring campaign for 
Heirloom Plate tableware, using 
color pages in House & Garden, 
House Beautiful and Vogue, and 
half pages in color in Woman’s 
Home Companion. Moser & Cotins, 


| Seattle. 


mh 


URBAN | 


' Utica, is the agency. 


ioe 


Largest Circulation, distributed right where they 
need it, at Lowest Cost per thousand readers. 


Why go gunning for one duck when you can 


knock down three? Get yourself those two extra, 
fat ducks! 


OREGONIAN LEADERSHIP INCREASES! 


Publishers’ statements for 6 months period ending Sept. 30, 
1938, show Portland newspaper circulations as follows: 


DAILY SUNDAY 
The Oregonian . .111,451 The Oregonian . 147,450 
The Journal . .101,018 TheJournol .. 107,703 
News-Telegram . 55,951 


The Oregonian leads by 10,433 daily, and by 39,747 Sunday. 
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4 ADVERTISING AGE 


wiseihe 13, 1939 


Says Advertising to those with lange incomes spt venta’ Said Mr. Shor, “because COOPERATIVE EFFORT FOR LEMONS AND FLOUR 
they so in reacne - oesn ave a a e 


000 in 1925, and 390,000 in 1927.) economy of his product. Remem- 


Then the industry became aware|ber what Professor Dewey said: awing 
. * . | . . . 
C M k th p that if prices were made a bit more | ‘The desire to be important is the 
an a e e 1anod reasonable and advertising reached | greatest urge in human nature.’ 
out to the great mass of people,| And if that isn’t enough, we don’t 
: more boxes could be sold with a| have to quote anybody to know that 
a ome ecessi smaller margin per box but far| the desire to see one’s children im- 
greater aggregate profit. portant is an even greater urge. The 


| combination of these two, properly 

es Prosperity Peak Topped com ’ : 

Mass Merchandising| .... 1). height of the prosperity | Utilized, ought to make a tremend- 
° - : ous force for the sale of pianos.’ 
Technique Urged on sevipes ergy Saye industry sold Cultivation of the replacement 
Music Merchants depression 1933, they sold 1,080,- | | market was also urged upon deal- 


ers by Lawrence H. Selz, publicity 
000 boxes. In 1936, when business | ,;., ‘eee ‘ 
New York, Feb. 8.—Advertising| was picking up a little, they sold director for the National Piano 
can transform the piano from a lux- 


in 
Bho | Manufacturers Association, who out- 
more than two million boxes and 
ury into a necessity, and open up a 


though they fell off in 1938 to|UIns for 1990. , 
mass market as it has done for au-| 1,250,000 they were still 50 per cent ; 
tomobiles, refrigerators and wash-| ahead of the peak prosperit year 
ing machines, George G. Shor, di-| of 1929.” . , ° As Cameras to Walters 
rector of plans and research for Mr. Shor pointed out that there Wholesale Camera Supply Com- 
The American Weekly, told a meet-| is no more reason for annual mod-| Pany, New York, distributor of 
ing of piano dealers from seven|els in refrigerators than in pianos, a. and eng a cee P+ 
Eastern states here yesterday. and showed how obsolescence is a ——— coo ae an 

High unit cost doesn’t necessarily | forced by appealing to the vanity ae. Magazines and newspapers 
mean low sales volume, he told the | of owners—the desire to “keep up| will be used. 
gathering, pointing out that buyers/| with the Joneses.” enentoneenceneennemmee 
extending down to the low income In this connection he referred to Hammond Added 
brackets have made it possible for |a survey made a year ago which in- National Batte Cc . St 
the automobile to become the| dicated that there are about 9,000,- Paul, “Minn poy neon oe a" C. 
standard of living in America. 000 homes in the country possessing | tyammond as aaa of national 

Citing the record of the refriger-| pianos and of these, two-thirds are| account sales. He was formerly ‘ 
ation industry, he said, “From 1920] 16 years old or older. sales supervisor for Electric Storage ee i awe pnapaieligabe 5 
to 1925 the advertising appeal was| “The piano salesman has an ad-| Battery Company, Chicago. ink le hie mt na be td Mal 
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An ambitious cooperative advertising campaign got under way this week when 
first copy appeared in behalf of the Betty Crocker lemon pie, jointly sponsored 
by California Fruit Growers Exchange and General Mills. The schedule includes 
newspapers, magazines, radio, outdoor, car cards and point-of-sale displays. 

The or of each advertiser will appear in separate insertions. 


Sow Study -_ land Press secon annual pray 


»hotography exhibition and contest 


Reading Habits eS a be discussed at the 
Inland Feature To Discuss Education 


Fred M. Pownall, Iowa City 


Iowan, will report on the National 
reading habits of 7,600 men and| Council on Professional Education 


women and an address by Herman| for Journalism, recently organized 
B. Wells, president of the Univer-| in Chicago. He is expected to ask 
sity of Indiana, will highlight the| the Inland’s cooperation in this 
annual convention of the Inland | move to improve education for jour- 
Daily Press Association at the Hotel | nalism. 


Sherman here Feb. 21-22, it was an- Advertising topics will hold the 


a . - ~ nounced today. stage at the concluding session 
in all classes of institutions |, 2" Wels, who was recently ine 


Wednesday afternoon. Speakers 
augurated head of the college at 38,| will include F. Ward Just, News- 
thus becoming the youngest state | Sun, Waukegan, IIl.; Ralph Ahrens, 
. Hotels . . . Schools . . . Colleges . . . Hospitals university president in the nation 


,| classified advertising manager, Chi- 
. Sanatoriums . . . Restaurants . . . Office Build- 


Chicago, Feb. 9.—A report of the 


. will speak at the Tuesday luncheon. | cago Daily News, and H. Coy Glid- 
ings. . . Clubs . . . Dining Car Systems . . . Gov- He was formerly dean of the school|den, of Glidden & Wile, Chicago 
ernment institutions Steamship lines Out- of business administration at the in- | market counselor. Mr. Just will 

ae fitters or Jobbers ... Asylums, etc. stitution. 


report on activities of a committee 
appointed at the last meeting to 
promote better newspaper-agency 


“The Reader Chooses His Pic- 
tures,” an analysis of reading habits 


VER 55,000 copies monthly of INSTITUTIONS | #"¢ of newspapr handling of 15,000 


eae 


relations. 
nanan ae bI £ di : d a a news pictures, will be covered by| New officers will be elected Tues- 
; = rl are capa S ° irecting your advertising | jack M. Willem, research director,|day morning. Earl H. Chapman, 
: message to the all-important RIGHT MAN ... the |s 
ag n — 


Stack-Goble Advertising Agency, 

man in each of the groups listed above (also see eng Eloy Rr eed a Fish ae 
° ° . . ° wir. s §s was e n as ins 

circulation statement) who is actually interested in |. craduate car nl cor, rs ve - os sie 

z . . . > 5. e e 

your product . . . the man in the outfitting or job- | University in 1931 and has been| Critenficld & Co., Chicago. as East- 

bing organization through which institutions buy... | °ontinued and brought up to date| ern representative with headquar- 

rr os luring the past two years. The In- 

the man who can say "YES" when it comes to the 


Flint Journal, is president. 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by CCA) 


RP eer rare 8,601 
Hospitals and sanatoriums 6,110 


Schools and colleges..... 3,298 
Clubs ... 


ters in Springfield, Mass. 
ee ot cunsastaccescs, Cue equipping, furnishing, decorating, maintaining | . 
jailind, asylums, ete.. ..° 1,870 and remodeling of his institution. Reaching the 
( ails, houses o correction, 
’ a penal institutions...... 3,238 


Gov't. Inst’'ns & CCC Camps 1,812 


Restaurants 


all-important RIGHT MAN through INSTITU- 


aa Bt 
jk sah 
bey, 


Restaurants... 612.227 TIONS is adequately assured because our half- | ; 

WINGS | i 
oe nel ROR es “ : century of publishing background has taught us 
J: . of insurance companies 


Steamship lines and dining 


the correct method of securing, developing and | 


holding reader interest. INSTITUTIONS reaches | | 


car systems......... . 109 ‘ 
Power and gas companies 290 


Outfitters or jobbers, and the all-important RIGHT MAN, in all classes of 
their salesmen senae 3,743 a . —_ a ; e 
el ienortel caeeee- 139 institutions, who 1s responsible | bs R RB , ‘3 
a as for satisfying the daily want-de- | and codeuelt cite v4 
Manufacturers and their i 
sale smen and agents... 3,627 


; 
sires of millions of discriminating 
people. It is the equipment- 
minded man who reads, knows 


and relies on INSTITUTIONS. 


ONE-TIME RATE 
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ADVERTISING AGE 


WLW Denied 
Fytension of 
Superpower Permit 


Unanimous Vote Ends 
Five Year Use of a 500 
Kw. License 


Washington, D. C., Feb. 7.— 
Adopting the adverse recommenda- 
tion made by a three-man commit- 
tee of the Federal Communications 
Commission last October, the FCC 
today denied extension of the per- 
mit of Station WLW, Cincinnati, to 
operate under its present power of 
500.000 watts. The decision was 
unanimous, though Commissioner 
George Henry Payne, long a foe of 
superpower, and a member of the 
committee which made a study of 
WLW last fall, did not participate. 
The FCC indicated that a formal 
order requiring the Cincinnati sta- 
tion to return to its regular power 
of 50,000 watts will be issued in the 
immediate future. 

The FCC order, requiring WLW 
to return to its former power of 
50,000 watts by March 1, will un- 
doubtedly be appealed by the Cros- 
ley Corporation, experts here 
predicted. They pointed out that if 
this appeal is to the courts, an in- 
junction will probably be issued 
pending determination of the issue, 
thus automatically staying execu- 
tion of the order. This viewpoint is 
based on the fact that Crosley has 
spent huge sums for talent, the fig- 
ure reaching $735,000 in one year. 

The Crosley Corporation was 
given an experimental permit for 
use of 500,000 watts by WLW in 
1934, and has been successful in se- 
curing a renewal every six months 
since, despite bitter opposition in 
several quarters. Other radio sta- 
tions added to WLW’s troubles in 
holding its high power, more than 
a dozen applications having recently 
been filed for 500,000 watts. 


Findings of Committee 


The three-man committee which | 
made an investigation last fall con- | 


sisted of Commissioners Payne, Case 
and Craven. 


It based its decision on | 


the allegations that Crosley’s ex- | 


perimental research program does 
not require use of 500,000 watts; 
that in addition to adverse effect 
upon reception of Station WOR, 


Newark, uncertainty as to the eco- | 


nomic effects of superpower sug- 


gested caution in renewing such li- | 


censes where no compelling reason 
found; and finally, that the 
public interest, convenience and 
necessity would not be served by 
renewal of the high-power license. 

WLW has been a member of the 
basic network of the Mutual Broad- 


W as 


lung System and also has been | 
of the three Cincinnati stations | 


m which advertisers must choose 
buying either the Red or Blue 
‘work of National Broadcasting 
Company. Rates of WLW have been 
ng the highest in the country, 
ugh exceeded slightly by some 
the New York stations of lesser 


. 
]-M Opens Drive 
' -Manville Corporation, New 
launched an extensive 
ign on high temperature in- 
in steel and power plant 
and a drive on transite 
pipe In engineering and water 
publications. J. Walter 


in Company, New York, is 
new 


nas 


Freeman Joins Kennerly 
"citer C. Freeman, formerly ad- 
manager of Radio News, 
has joined Kennerly 
York, as head of en- 
idvertising plans and 


ew 


loins John Budd 
./* E. Christoffers has joined the 


c. York office of The John Budd 
newspaper representa- 


Seiberling in 
Stipulation to 
Modify Copy 


Washington, D. C., Feb. 9.—Sei- 
berling Rubber Company, Akron, 
O., has entered into a stipulation 
with the Federal Trade Commission 
to discontinue certain misleading 
representations in the advertising 
of its tires. Seiberling will aban- 
don statements that its Two-Tread 
air colled tires never wear smooth, 
are protected against blow-outs, in- 
sure safety and “give anti-skid pro- 
tection to the final mile.” 

The company will also cease to 
represent that use of this tire will 


| Times, Little Falls, N. Y. 


mable a driver to stop a car 
promptly under any road conditions 
and will insure that motorists will 
have their cars under proper con- 
trol at all times. 


Lighty Named 

Kent Lighty, New York, has been 
named advertising representative of 
the New York State Journal of 
Medicine. He will represent the 
publication jointly with the Cooper- 
ative Medical Bureau of the Amer- 
ican Medical Association. 


“Times” Appoints Rep 
Tenney, Woodward & Co., New 

York, has been appointed exclusive 

the 


advertising representative by 


——7 


NEW YORK 
a 


Pin YAR Pit cag 


‘THE 


CHICAGO'S 


Brown with Scholts 


Clark Brown has joined Scholts 
Advertising Service, Los Angeles, 
as account executive. He was for- 
merly vice-president in charge of 
sales for Point of Purchase Com- 
pany, Los Angeles. 


Stebbins on Own 


Barton A. Stebbins, formerly 
president of Logan & Stebbins 
which has been dissolved, has 
opened his own agency at 811 W. 
Seventh street, Los Angeles. 


Agency to Atlanta 

Donahue & Coe, New York, has 
opened an office in the Hurt bldg., 
Atlanta, with Harry L. Morrill, Jr., 
in charge. 


ot Pe 


Pete he nbd 


@ TIMES _ 


NEWSPAPER 


New Post for Thompson 
Jack B. Thompson, formerly ac- 
count executive of James G. Lamb 
Company, Philadelphia, has joined 
John Gilbert Craig, Advertising, 


Wilmington, Del., to do contact, 
copy and plans work. 


Agency for Fixler 

Fixler Bros., Chicago manufac- 
turer of stamped art needlework 
material and yarn, has appointed 
Morris-Schenker-Roth, Chicago, as 
advertising agency. 


Dorrell with Blair 

W. Ward Dorrell has joined John 
Blair & Co., Chicago radio repre- 
sentative. He was formerly manager 
of WOWO-WGL, Westinghouse sta- 
tions in Fort Wayne, Ind. 
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Rudy Vallee Show 
Helps Novachord 
to Make Its Debut 


Chicago, Feb. 9.—Radio listeners 
to the Rudy Vallee-Standard Brands 
show tonight not only heard of the 
virtues of Fleischmann’s yeast, but 
were also auditors at the first pub- 
lic performance of the Novachord, 
a new musical instrument created 
by the Hammond Company, maker 
of the Hammond electric clock and 
organ. 

This promotional tie-up (followed 
by another performance of the in- 
strument on the Mutual network’s 
“Famous First Facts” show) is but 
one of several unique features of 
the Novachord. 

The new instrument is similar in 
appearance to the old fashioned 
spinnet and is played as is a piano. 
It produces not only organ tones 
but those of a wide variety of musi- 
cal instruments, all without benefit 
of reeds, pipes, strings, hammers or 
vibrating parts. 

Benefiting by such promotion as 
the two instances mentioned and 
the informal endorsement of many 
musical leaders, the Novachord will 
also gain the support of a national 
campaign within 90 days, according 


to company spokesmen. The latter | 
offered both press and musical ex- 
perts a preview of the Novachord 
here and in New York earlier in the | 
week. 


Plan Separate Compaign 


It is priced at $1,445, somewhat 
above the $1,385 asked by Ham- | 
mond for its organ. The latter has | 
gained a total sales volume of 7,000 
in the past three years, principally 
to churches. The campaign for the 
Novachord will be separate from 
that supporting the organ and di- 
rected at a totally different field. 
Definite plans have not yet been 
made but it is expected that sales 
efforts will be aimed at the enter- 
tainment field and those of the gen- 
eral public whose incomes permit 
purchases of this quality. Orchestra 
leaders are expected to show con- 
siderable interest. 

One sales advantage which the 
Novachord has over the Hammond 
organ is that the former can be 
played by anyone who can play the 
piano. It has a single manual key- 
board of 72 notes, a regulation piano 
sustaining pedal and a swell pedal 
similar to that of an organ. Physical 
resemblance to the piano ends there, 
however, inasmuch as the Nova- 
chord produces all its tunes by 
means of circuits of ordinary vac- 


uum tubes. Although there are 


MIGHT BE A BAD FELINE HANGOVER ... 


, ae ; el 


. . . It might be, but it isn't. 


ee | 
—. 


This is an unretouched picture of a kitten and eight mirrors to be used in advertising by the 
Kuppenheimer Company to depict the nine lives attributed to Valpaca overcoats. 


e the shot. 


many of the latter, the total amount 
of electricity used is said to be less 
than that required for the average 
radio. The tubes are also expected 
to last for 10 years and can then be 
replaced at low cost. 

And last, but not least in the 
uniqueness of the Novachord is the 
fact that its inventor, Laurens Ham- 
mond, can’t play a note of music. It 


In 1938, a depression year, 7O1 ad- 


vertisers used 


space in THE 


-more than in any other national 


publication for business executives. 


$$$ The weight of this composite 


judgment needs no comment. 


$$$ 94 percentof Tue WALL STREE1 
JOURNAL’s subscribers read it through 
from first page to last. 86 per cent 


read it in their offices at their desks. 


over 1.000.000 lines ot 


WALL STREET JOURNAL 


is said that the inspiration for this 
instrument came to him as he 
waited at a dial telephone and 
heard the musical cadence of a hum 
on the wire, although  subcon- 
sciously this inspiration may date 
back to his term as an altar boy in 
Evanston. 

J. Walter Thompson Company is 
the agency for Hammond. 


Department Store 
Average Sales 
Show Recovery 


New York, Feb. 7.—That the av- 
erage sale in department stores, 
after a 35 per cent decline between 
1929 and 1932, has recovered almost 
half of that loss, is revealed in a 
study just completed by the Con- 
trollers’ Congress of the National 
Retail Dry Goods Association. Av- 
erage sale in 1929 was $3.39; in 1932 
it was $2.19; and in 1937 it came 
back to $2.70. 

The study, based on material con- 
tributed by 14 large volume stores, 
all with sales of more than 10 mil- 
lion dollars annually, shows that 
average price figures have generally 
followed the course of net sales fig- 
ures, indicating that the fluctuations 
generally reflect the movement in 
the retail price level. 

Experience has varied widely in 
different departments, indicating 
new trends in merchandising. For 
example, the notions department 
reached its 1929 average sales per- 
formance by 1936 and in 1937 went 
on to exceed it by nearly 15 per 
cent. In the corset department, av- 
erage sales have been fairly con- 
stant, despite a wide variance in the 
index of sales volume. A 26 per 
cent decline in corset department 
sales from 1929 to 1932 compared 
with a loss in average sales value 
of only 10 per cent. In spite of this 
situation, in every year from 1929 
through 1937 the department earned 
8.5 per cent of sales, or better, giv- 
ing evidence of the importance of 


| maintaining average sales values. 


The radio department average 


sale showed a particularly sharp de- 
cline from 1929 to 1932 and in spite 
of the recovery since that date, it 
is still 50 per cent below 1929. In- 
| tense competition was blamed for 
| the sharp decline, and failure to re- 
cover materially was credited to 
| availability of good radio sets at 
low prices, promotion of low price 
| sets for bedroom or porch, and the 
| refusal of customers to imvest heav- 
| ily in more expensive equipment 
which they fear may shortly be 
made obsolete by television. 


Buckley with Chirurg 

Warren Buckley, formerly art di- 
|; rector of Robert H. Moses Agency, 
| Boston, has been appointed to the 
same post with James Thomas 
Chirurg Company, Boston. Nelson 
B. Jewett, formerly with Badger & 
Browning, has been added to the 
| Chirurg staff. 


meer Joins Betts 

L. W. Koerber, formerly with the 
| Salt Lake Tribune and Telegram 
,and the Denver Post, has joined 
Bob Betts, Inc., Denver agency, as 
vice-president and account execu- 
tive. 


Lawson Studios, Chicago, mad 


| 


Advertising in 
Business Papers 
Off in January 


Chicago, Feb. 8.—Display adver- 
tising in January issues of business 
papers was off 15.31 per cent from 
similar issues a year ago, according 
to a tabulation of advertising vol- 
ume for 104 papers in the February 
Industrial Marketing. 

Publications in the _ industrial 
classification showed the greatest 
loss with 75 papers reporting busi- 
ness off 17.53 per cent below Janu- 
ary, 1938, issues. The trade paper 
group as represented by 20 papers 
reported a loss of 6.18 per cent as 
compared with January issues last 
year, and the class group registered 
a 15.82 per cent decrease as indi- 
cated by nine papers in that classi- 
fication. 


Gets French Vichy 


American Agency of French 
Vichy, Inc., general distributor in 
the United States for Vichy Celes- 
tines Company, France, has ap- 
pointed Brown & Tarcher, New 
York, to handle advertising and 
sales promotion. Color pages in 
magazines will be used, supported 
~~, newspapers and medical jour- 
nals. 


“Guide” Total for ‘38 


The Country Guide and Nor’- 
West Farmer, Winnipeg, Can., has 
reported an error in the submis- 
sion of its 1938 commercial display 
linage to ADVERTISING AGE for in- 
clusion in the table published Jan. 
30. The total for 1938, the maga- 
zine said, should have been sub- 
mitted as 166,906 instead of 166,278. 


Talk on Inquiries 


William E. Irish, editor, Indus- 
trial Equipment News, New York, 
will address the Engineering Ad- 
vertisers Association, Chicago, Feb. 
13, on “Inquiries—How to Get 
Them from Your Advertising and 
How Manufacturers Are Handling 


Them.” 


ATTENTION VALUE 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacture” 
most direct method of contact at lowe® 
cost with largest bona fide list. (Adv*” 
tisement.) 
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’ ' while a new “Super Value” line} painstaking manufacturing methods| line is an apartment model which | Laird to Black 

eW Cold-Wall sells as low as $119.50. The Super] in vogue at Dayton under the title,| looks like a Victrola. A time clock | taki & te. Sechevvilin 
Value refrigerator is designed for | “Fortress of Steel.” A four-ton ele-| attached to a master switch will al-| —e 3 se pe J sep? thy 
~ : : aad ; |has appointed W. L. Black Adver- 
= 2 families needing great storage space phant climbed aloft a Frigidaire to; low housewives to play bridge and | tising Agency, Reading, Pa., to han- 
{ M k at a low price. justify the title. prepare dinner simultaneously. 'dle the advertising of Laird Three 
rigi aire 0 a e Each of the Frigidaire convention The playlets accentuated sales —- Star brandy and other Pare 
crews was made up of a dozen| methods favored by Frigidaire as Newspaper, magazine, radio an 
men. Though culled from the ranks, | well as its idea of adequate dealer ae gg ee Sales _ | outdoor advertising will be used. 
Bow Marc all possess some histrionic ability. | activity. Human interest and humor eonuhen age agg tr tiageone Pred gem ; 
Several carloads of stage property | were rampant, an example being the| Ga) J. McCarthy, Jr, as nine man.| Newsweek” Adds Smith 
(Continued from Page 1) were necessary to present the long| Frigidaire meeting in a hotel room uger. He has heen with the com-| _ William Warren Smith has joined 
on ; program. Because of the severe re-| where the colored bell boy couldn’t} pany since October 1938 and previ-| Newsweek as assistant advertising 
make its advertising debut in a| quirements, theaters were used | understand why the boys were! ously was with the Metropolitan| Manager, a newly created post. He 
color spread in the March 4 issue of | where available. In general charge | drinking water. Comic Group and New York Daily| was formerly with Fawcett publica- 
The Saturday Evening Post. Other of the “circus” was Ellsworth Gil- The latest Frigidaire electric| News. | tions and Street & Smith. 
magazines will carry the theme im-| bert, a former professional actor,| ranges were also introduced, their See | er ees 
mediately thereafter, the list includ-| and now a member of Frigidaire’s | new five-speed cooking range being| Account to Donnelley ‘Sutton Joins Agency 
ing American Home, The American | central zone organization. emphasized. Only a year old in this} [ee Donnelley Company, Cleve-| L. E. Sutton, Jr formeriy with 
Weekly, Better Homes and Gardens,| The convention consisted of ad-| field, Frigidaire sold one out of} jand, has been appointed to handle| Daniel _E. Ryan. Inc., has joined 
Good Housekeeping, Holland’s,| dresses, playlets and motion pic-|every ten electric ranges last year,| the advertising of Water Hammer | Metropolitan Advertising Company, 
House Beautiful, Household, Ladies’ | tures. One of the latter showed the| it was asserted. The baby of the| Arrester Corporation, Milwaukee. | New York, as account executive. 
Home Journal, Liberty, Life, Mc- tty - ‘itis nateive _ i 
es Call’s, This Week, True Story, . ~~ segnienin 
Woman’s Home Companion and 
he Woman’s World. A special bid for 
on consideration of architects and 
7 builders will be made with a cam- 
paign in Architectural Forum and 
National Real Estate Journal. 
A national newspaper campaign 
will be used in key cities in Frig- 
idaire’s 51 districts, and three one- 
minute announcements will be made 
ver- daily on 47 radio stations starting 
ness March 15. The attention winner will 
from be the daily weather report. 
ding In addition, Frigidaire will direct 
vol- a three-shot direct mail campaign 
uary to a special list made up of each 
y salesman’s five best prospects. The 
trial salesmen will be advised of the 
atest mailing dates so that they can put 
susi- | in a few licks of their own. 
anu- Though the new “cold-wall” will 
aper [ff be headlined in Frigidaire copy, 
pers J “meter-miser,’ the striking phrase 
it as | coined by Lord & Thomas, the 
last () agency, will again get conspicuous 
ered © display. 
a j New Principle Involved 
“Cold-wall” epitomizes a new 
type of refrigeration achieved by 
application, in combination, of the 
factors of low temperature and high 
ench —| moisture content, coupled with 
r in || abandonment of air circulation as 
eles- { a means of heat transfer. Concealed 
ea : within the walls of the lower section 
and : and immediately behind the porce- 
s in lain lining is a series of refrigerat- 
»rted ing coils which, with the exception 
jour- of the door area, surround the en- 
tire section, accomplishing the cool- 
ing function largely by means of 
the radiant principle of heat trans- 
fer. 
ae 3ecause of this principle, the re- 
Pars sulting tendency to practical equal- 
splay | '2ation of temperatures in the en- 
he. ' tire section, and the impossibility of 
Jan. ) additional heat reaching the food 
laga- compartment because of the con- 
sub- i cealed coils, air circulation is re- 
5,278. ) duced to virtually zero. The refrig- 
erant surface presented by the con- 
cealed coils is many times that of 
a conventional freezing unit and 
“me temperatures permitted are corre- 
— spondingly low, resulting in high 
Feb. humidity. 
Get Che Frigidaire organization meets 
and the challenge of 1939 stripped to 
dling ‘ghting weight. A certain number 
ot dealers have been banished in 
every market. They are chiefly 
ose who refused to play the game 
‘ccording to the rules promulgated 
the General Motors division. 
elimination gives remaining 
hise holders opportunity for 
profit through larger terri- 
of under a_ scientific appraisal 


e by the factory. 
Prices Are Lower 


_ These dealers will be able to offer 
cdaire at new low prices, $15 or 
low the 1938 tariff. The cold- 
inges in price up to $449.50, 


en 


RADIO COPYRIGHTS 
ae a major problem 


The outstanding au- 
thority on this sub- 
ject 1s at your service 


521 


Fifth Avenue 


ST.LOUIS POST-DISPATCH 


NEW YORK OFFICE 


CHICAGO OFFICE 


Tribune Tower. 


iiding full or part time, 
—— br 
Advertising A 
\ diver ng Age, 330 W. 42nd St.,N.Y.C. 
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Hobby Campaign 
Steps Up Month's 
Sales 250 Per Cent 


Direct Mail and Maga- 
zine Copy Click for Rail- 
road Models 


Chicago, Feb. 8.—A direct mail 
and magazine campaign, devoted 
exclusively to selling the hobby ap- 
peal of model train building but in- 
formal enough to evoke questions 
from prospects on a wide variety of 
non-related subjects, including ob- 
stetrics, was outlined to the Direct 
Mail Advertising Club here today. 

The speaker was Elliott Donnel- 
ley, president of Scale Models, Inc., 
and son of the Donnelley of printing 
house fame. Scale Model’s adver- 
tising efforts include both magazine 
and direct mail copy, but Mr. Don- 
nelley devoted most of his remarks 
to the latter. 

Mr. Donnelley unfolded details of 
a campaign that to date has ob- 
tained a 47 per cent return on a 


direct mail list of 17,000 and which 


| . j 
was instrumental in a 250 per cent | 


sales gain for December. 


The 47 per cent return, he said, 


should be qualified by the fact that 
the 17,000 had already sent in 25 
cents for a catalog mentioned in 
magazine advertising and a large 
part of these might have become 
purchasers without the direct mail 
follow-up. 

The direct mail campaign con- 
sists of five letters sent at regular 
intervals three weeks after the pros- 
pect has received his catalog. The 
letters emphasize that the model 
railroad building is for everyone— 
not only for those skilled with tools; 
that a hobby must be “worked at” 
to give pleasure; that it’s a quality 
hobby as evidenced by some 2,500 
doctors on the company’s list, and 
finally that the enclosed certificate 
is good for $1.25 in trade. A sixth 
letter is sent following shipment of 
the first order, asking that the pur- 
chaser feel free to consult the com- 
pany on any problem. 


Drastic Changes Help 


The comparative prosperity of 
the company is due, Mr. Donnelley 
said, to several drastic changes 
made during the past three years. 
All dealers were “thrown out” a 
year ago and the business was 
placed on a mail order basis. Han- 


dling speed was considerably 
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BANISHES WINTER FEAR 


In popularizing its air-conditioning sys- 

tem for all-year driving, Nash pitches 

right into the task of dispelling any fears 

of winter discomfort. The theme appears 

in seven national magazines, while more 

general copy is being used in 1,500 
newspapers. 


stepped up, a difficult task in view 
of the 4,000 parts kept in stock, yet 
ordered only in small quantities. 
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New dealers were added later, but 
there are only seven of these. 

Magazine copy plays an integral 
part in the Scale Model campaign. 
A $4,000 budget in 1936 was in- 
creased to $10,000 in 1937 and held 
at about that figure in 1938. If the 
magazine copy clicks, the prospect 
sends for a catalog which is in 
itself a comprehensive advertising 
job. Its 72 pages are filled with 
editorial matter on railroading as 
a hobby, in addition to a complete 
exposition of the kits offered by the 
company. 


Uses House Organ 


A house organ, “Blow-Smoke,” 
makes a similar appeal in telling 
readers how to build things related 
to their model railroads. These 
“how” articles, Mr. Donnelley said, 
occasionally perplex the reader into 
telling the company via an inquiry 
of an error in the plans. The reader 
of course does not suspect that the 
‘error’ is designed for just that 
purpose. 

These questions sent in by pros- 
ects and customers have some- 
times kept Mr. Donnelley awake 
nights, he remarked. One customer, 
a Midwest farmer, even became 
confidential enough to veer from 
railroading to marital problems. He 
already had two offspring, it 
seemed, and there was a certain dif- 
ficulty in connection with the ex- 
pectant third. 

Mr. Donnelley didn’t know the 
inswer, but he did know an ob- 
stetrician. The farmer got his in- 

xrmation and presumably had his 
nind free again to concentrate on 
model railroad building. 


Spring Promotion 
Budget Doubled 
for Taylor Wines 


New York, Feb. 9.—Spring adver- 
tising by the Taylor Wine Company, 
Hammondsport, N. Y., will be 
nearly doubled over last year, it 
was revealed here today. Four 
national magazines, three rotograv- 
ure sections in major cities, and a 
number of other newspapers are on 
the schedule. 

Theme of the new campaign will 
be, “Captured Flavor—the Differ- 
ence You Can Taste.” Copy explains 
the extreme care with which the 
grapes are selected, and mentions a 
special cellar treatment by which 
the full flavor of the selected grapes 
is captured. Insertions also offer a 
36-page recipe book. 

Magazines on the schedule in- 
clude Collier’s, Cosmopolitan, Red- 
book, and Scribner’s. At a recent 
sales meeting at the winery, sian (il 
were disclosed for additional show- 
ings before clubs, organizations, and 
dealer groups of the sales film, 
“Wines by Taylor.” 

Moser & Cotins, 
agency. 


Utica, is the 


Oppose Apple 
Advertising Tax 


Opposition to the Baldwin bill in 
the Michigan legislature proposing 
a one-cent-a-bushel apple tax for 
advertising was voted at a special 
meeting of the Oceana County Ap- 
ple Growers at Shelby. 

The producers took the position 
that present prices and consumption 
are satisfactory. 


Opens Fashion Section 
Samuel G. Krivit Company, 
Yor k, 
partme nt with Ellen V. Stuckey as 
director of fashion advertising. Miss 
Stuckey was formerly with Grey 
Advertising Agency, New York, and 
was previously stylist at 

~ New York. 


New 


| ‘Kasko incrounes Budget 


Kasko Distillers, Philadelphia, has 
| increased its newspaper and out- 
|door advertising appropriation 40 
| per cent this year, Samuel Kasser, 
| president, has announced. J. M 
|Korn & Co., Philadelphia, is the 
agency 


Tuttle Resigns 


Roger Tuttle has resigned as 
space buyer of Morris-Schenker- 
Roth, Chicago agency. 
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Airline Survey 
Seeks and Gives 


Informative Data 


Chicago, Feb. 9.—An elaborate 
survey of winter travel has beep 
launched by American Airlines, 
with the dual purpose of getting ang 
imparting information. The eight. 
page brochure contains a business 
reply envelope and 14 questions, 
which are worded, contrary to gen. 
eral survey practice, to give some 
suggestions to the recipient, as we]] 
as to get his viewpoint. 

The questionnaire, accompanied 
by an explanatory letter signed by 
Charles A. Rheinstrom, vice-presi- 
dent, was mailed to 100,000 high- 
ranking business executives. The 
cover illustration consists of a win- 
ter drawing by Dale Nichols, show- 
ing an airplane passing over the 
snow-bound earth, while a couple 
of marooned beings look up in ad- 
miration. The inside also is illus- 
trated with small pen and ink draw- 
ings. 


Does Selling Job 


The survey had its inception in 
the fact that American Airlines 
feels that public appreciation of 
winter air transportation has failed 
to keep up with improvements. In 
its infancy, air travel was largely a 
seasonal business, but the march of 
progress has lifted it out of that 
category. It was felt, however, that 
many travelers are unaware of this 
situation and the questionnaire was 
designed partly to increase their 
knowledge. 

Question No. 1 gives a clue to the 
American way: “American Airlines 
expects to fly more than 6,000,000 
miles during this winter season. 
Based upon our record for the past 
three years, American should fly 
more than 92 per cent of its sched- 
uled flights. Is this a higher or lower 
factor of schedule fulfillment than 
you would have expected, based 
upon your knowledge of air trans- 
port operation?” 

Space for replies was left at the 
right of right-hand pages and at the 
left of left-hand pages, the strips 
being perforated so that they could 
be detached from the main sheets 
and returned to the company. This 
held down postage and at the same 
time left the traveler with an inter- 
esting and informative booklet. 


SNPA to Meet 


Southern Newspaper Publishers 
Association will hold its annual con- 
vention June 15-17 at Old Point 
Comfort, Va. 


CREEK (Ky-)! 


Creek is 4 real Kentucky 
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ADVERTISING AGE 


1500 MILES AWAY? 


The Oklahoman and Times Answer Your 


Question with Finest of Facilities 


® Engraver's proofs show you your campaign 
at its best. When you put your final okay on 
them, do you often ask yourself how these 
advertisements will look on tear sheets that come 
rolling in from 1,500 miles away? 

Banish all such anxiety about any campaign 
entrusted to The Daily Oklahoman and Okla- 
homa City Times. Here are two newspapers 
equipped with men whose pride of craftsman- 
ship takes up where that of your own artist, 
‘ypographer and engraver leaves off . . . with 


methods often far advanced from current news- 


THE DAILY OKLAHOMAN 


paper practices . . . with machinery that bespeaks 
a truly metropolitan publishing plant. 


From an accoustically treated composing 
room on the top floor of a million and a half 
dollar mechanical plant to the green tiled walls 
of the pressroom on the ground floor that 
houses a twelve-unit color deck-equipped Goss 
press, unyielding standards of excellence are 
maintained . . . standards that come only from 
36 years of pioneering, experimenting, achieving 

. standards that assure reproduction of your 
campaign with all the punch you vizualized. 


OKLAHOMA CITY TIMES 


PUBLISHED BY THE OKLAHOMA PUBLISHING COMPANY ese 
KVOR. COLORADO SPRINGS °* 
KLZ, DENVER (Affiliated Management) «s* REPRESENTED BY THE KATZ AGENCY. INC. 


WKY. OKLAHOMA CITY e°= 


THE FARMER-STOCKMAN 
MISTLETOE EXPRESS 


Press rollers are kept at maximum efficiency 
through our own facilities for refinishing. 


ABOVE: Mats are subjected to 800 Ibs. pres- 
sure, most effective for clear-cut reproduction, 
BELOW: 65 tons of new metal are cast daily. 
Afrer use, it goes back to the melting pot. 
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ADVERTISING AGE 


February 13, 1939 


O'Mahoney Denies 
Hearing Scheduled 
on Advertising 


Monopoly" Commit- 
tee Head Repeats Pre-. 
vious Assertions 


Washington, D. C., Feb. 8.—The 
Temporary National Economic Com- 
mittee today repeated previous as- 
sertions that its program does not 
include an investigation of adver- 
tising. The declaration came as the 
result of rumors that a prominent 
advertising executive had requested 
the TNEC to permit him to appear 
and explain advertising’s place in 
the nation’s economic setup. 

Senator Joseph C. O’Mahoney, 
chairman of the committee, told 
ADVERTISING AGE: 

“No request of this kind has been 
addressed to the chairman, and as 
a matter of fact the Committee is 
not interested in pursuing any such 
inquiry.” 

Arnold Comments Linger On 


Chairman O’Mahoney made it | 
plain that he had little patience with 
the persistent rumors that his com- 
mittee was to inquire into advertis- | 
ing as a monopolistic element. | 
These have been cropping up| 
steadily since the remarks of As- 
sistant Attorney General Thurman | 
Arnold some months ago in connec- 
tion with consent decrees in auto- 
mobile financing cases. Members of 
the committee have never given the 
question of advertising any consid- 
eration as a possible subject of in- 
quiry or hearing, it was indicated. 

The “monopoly” committee re- 
sumed hearings this week with a 
scheduled two-week presentation of 
the insurance study that has been | 
carried on by the SEC. The size, 
scope and economic control exer- 
cised by the large life insurance 
companies will be laid before the 
full committee in public hearings. 

Thereafter, beginning on Feb. 20, 
the committee will hear the Federal 
Trade Commission. That agency 
will offer a survey of the operations 
of its laws—Clayton, Federal Trade, 
Wheeler-Lea, Robinson-Patman and 
Miller-Tydings. Because of their 
broad interest to all business, these | 
are likely to be more pertinent to 
advertising than the hearings con- 
ducted thus far. 


Bigger List for 
Bien Jolie Drive | 

Benjamin & Johnes, Newark, 
N. J., maker of Bien Jolie founda- 
tions and brassieres, has increased 
its spring list by 15 newspapers, 
making a total of 45 for the 1939 
campaign. 

The drive, featuring the “Fits 


Like A Glove” theme, will begin on 
March 14 and copy will appear at | 
weekly intervals until the end of 
May. Dealer helps in the form of | 
adfolio, folders and four-color dis- 
plays are being prepared to tie in 
with the newspaper promotion 

Lewis & Tokar, Newark, is the 
agency, with Alfred F. Tokar ac- 

count executive. 


Vitex Coordinates 


An advertising and sales promo- 
tion department to coordinate all 
activities of the vitamin branch of 
Vitex Laboratories has been organ- 
ized by National Oil Products Com- 
pany, Harrison, N. J. The new de- 
partment will be headed by Frank 
Fader, former sales manager of the 
wholesale division. Ray Ewing will | 
succeed Mr. Fader and Ray F. Peas- 
back, formerly Vitex advertising 
manager, will be representative in 
New York and New England 


Thompson Appointed 


Compania Argentina Yerbatera 
Liebig, S. A., Buenos Aires, has 
appointed the Buenos Aires office of 
J. Walter Thompson Company to 
handle South American advertising 
of Yerba Mate Macuco, 
American tea 
Argentine branch of Liebig Com- 
pany, London, England, producer of 
Meat Extract and Oxo 


| west Farm Trio, 
| has automatically become president 
| of the Agricultural Publishers Asso- 
| ciation, 
| death 

| Journal, Philadelphia. 


Latin- | 
The company is the | 


Cowles Heads 
Farm Publishers 


W. H. Cowles, Jr., Pacific North- 
Spokane, Wash., 


Chicago, following the 
of P. E. Ward, The Farm 
Mr. Cowles 
has been vice-president. 

No treasurer has yet been elected 


to succeed Dr. Tait Butler, Progres- | 


sive Farmer and Southern Ruralist, 
Birmingham, who died recently. 


Naylee Chemical to Korn 

Naylee Chemical Company, maker 
of Rainbow super-refined bleach 
and disinfectant, has appointed J. M. 
Korn & Co., Philadelphia, as adver- 
tising counsel. 


DIRECTOR of Country Gentlewoman, vital part of 
each issue, is Women’s Editor Caroline King. 
With departments on Food, Fashions, Beauty, 
Furnishing, Household Help, Child Care, she 
keeps the farmer's wife and daughter eager to 
hear more about goods like yours. 


Awards Jury Named 
Lucian Bernhard, type designer, 
has been named chairman of the 


| awards jury of the recently formed 


House Magazine Institute of 
America, New York. Other mem- 
bers of the jury, which will select 
the outstanding house magazines 
each year, include Eric Hodgins, 


| Fortune; T. M. Cleland, illustrator; 


R. I. Nesmith, of Robert Nesmith & 
Associates; Burton Rascoe, author 
and critic; and Robert Newcomb, 
Robert Newcomb & Associates, all 
of New York. 


“News” to Kelly-Smith 


Cleveland News has appointed 
Kelly-Smith Company, New York, 
as national advertising representa- 
tive. 
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For it is putting me 


TO EVERY ISSUE of Country Gentleman, J. Sidney 
Cates contributes an important article on 
scientific agriculture. No other writer any- 
where has quite such an assignment. Likely no 
other could fill it. J. Sidney Cates is expensive 
... J. Sidney Cates is also good. 


— 


Baker Names A&R 


The Boston office of Alley & 
Richards Company has been ap- 
pointed to direct the account of New 
England Bakery, Pawtucket, R. L., 
manufacturer of Bamby bread and 
Pilgrim cakes. The account execu- 
tive will be H. R. MacNamee. Guy 
W. Burns, sales manager of the 
bakery, is in charge of the com- 
pany’s sales and advertising plans. 


Dixie Tung Oil Expands 


Dixie Tung Oil Development 
Company has purchased a_ 5,400 
acre tract of land in_ southern 
Mississippi and will plant 3,000 


acres in tung trees for the manufac- 
ture of tung oil and its by-products. 
Marshall-Hurt Advertising Agency, 
Jackson, Miss., handles the adver- 
tising. 
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New Public Relations Firm 

James P. Selvage and Fred Smit 
have opened a public relations offi 
at 16 E. 48th street, New Yor, 
under the name, James P. Selvage 
and Fred Smith, Inc. Mr. Selvag 
recently retired as public relations 
director of the National Associatioy 
of Manufacturers. Mr. Smith was 
formerly public relations and pub. 
licity director of Batten, Barton 
Durstine & Osborn, and J. Stirling 
Getchell, New York. : 


Distelhorst Changes 


Stuart D. Distelhorst has resigned 
as technical editor of Air Condition. 
ing & Oil Heat, New York, effective 
Feb. 20, to join the sales promotion 
staff of Cochrane Corporation, Phjj-. 
adelphia. 
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PAUL DE KRUIF’S first Country Gentleman article 
appeared 12 years ago. His fifty-fourth 
appears in the March issue. Teamed with edi- 
tor Phil Rose, he puts overalls on medical 
research and sends it forth to work. Also ex- 

. and also worth it! 


s born lucky. It had a 
on interest in the 
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“irm r= ] Ti Co | gee tire in 1936, and was also a for the year, company executives | Directors Elected ‘Pause in Chicago 
smith Genera . ail sgl tt wl "Mis aes oo Advertising Agency,| p re ag Rens gg . Soa’ W to Fair’ 
' ; ou ns ’*| Publicity Directors, New York, has | 
roan Starts in March the company will use a new tech-| Cleveland office, is the General | appointed the following to the board to B C Th 
lv: - nique and tell a copy story embrac-| agency. of directors, for three-year terms: | 
age on Larger Budget ing all of the performance features. ; ae a, Se eet | to e Opy pong 
a Cleveland, Feb. 8.—Following the reo roll “— te eee a Farm Papers Add Mattus Company, New York; F. L. Hopkins, | ee ee prgtg be 
Was He excel tional success of its Squeegee emphasize each of the major points ee go ny — Fy sae wre oe gag we campaign designed to persuade visi- 
Pub. By Tires during neste Resse — ®! under the overall slogan, “You're | Farm Papers, replacing Ed F. | Gomeeer of New Jersey, and H. W.| tors to either of the two World’s 
on, Hm Rubber Company has voted an N-|! Miles Ahead with General.” Copy Wright, who resigned to become | a Morpurgo, Paraffine Companies, | Fairs to stop a day or so here while 
sie creased appropriation and will) wit) be based on the quality appeal. | Eastern representative of Sunset|San Francisco. en route. 
launch its new campaign i March. Off Dual 8 d 10 magazine, San Francisco. a It has also been proposed that, 
All of the major weekly magazines —— orn WBRK Joi Mutual instead of attempting to launch such 
" 1] be used, as well as Fortune and General ge ome both the Blanchard Promoted | Radio we ee Pittsfield, | @ drive on fairly short notice, a more 
igned JN ne eS oe ee eee ag: AP te gE M. Alvah Blanchard, formerly | Mass., has joined the Mutual Broad- | comprehensive program be drafted 
t = > will be staggered so that copy will) Squeegee line. It brought out the; ™- ‘iva Slat : rea poe f-csersrngge dings ~ 7 to advertios Chicamo’s pleasures to 
On- i + 9 reer national advertising manager of | casting System as its 110th affiliate, F g p 
Ctive Be appear every week. , Dual 8 last year to capitalize ©"! The Christian Science Monitor, has effective March 1. On that date the| the tourist beginning in 1940. A 
Otion 7 General was in the van in the|the demand in the lower price car| peen appointed assistant advertis- station also becomes affiliated with| campaign of this type would pre- 
Phi. rent trend to “quick stopping”’| field. This addition influenced a 64) ing manager, succeeding Hudson C.|the regional Yankee and Colonial sumably be an annual affair, similar 
en it introduced the new Squee-| per cent increase in Squeegee sales) Burr, resigned. networks. to those sponsored by other cities. 
* = SS — SSS == A motivating force in the current 
discussion is the Chicago Associa- 
tion of Commerce, although Fred 
: Ashley, CAC publicity chief, said 
: that the association will not be the 
4 actual sponsor of the campaign. A 
4 CAC committee, headed by Avery 
: Brundage, American representative 
; on the International Olympic Com- 
£ mittee, has received presentations 
‘ from nine local agencies for a cam- 
: paign in connection with the fairs. 
°° Should affirmative action be taken 
on any of these plans, a citizens’ 
| committee would be formed to take 
over the fund raising task. There 
is no possibility, said Mr. Ashley, 
2 that municipal money would be 
used for the drive. Sums men- 
tioned to date, he added, have 
: ranged from $250,000 to $1,000,000. 
3 |A decision on the fair tieup cam- 
{ | paign is expected within 10 days. 
| Mr. Ashley emphasized that Chi- 
1 cago’s reputation had improved con- 
$ : . as | siderably since the death of the 
} ° it eople’s livelihood as wel gangster era and that there would 
s to deal with 1 5p : h t had some- be no lack of things to advertise. 
| ; il It was ab © magazine tha He also commented on the value of 
. sou. . t. It was a t 
3 . heir entertainmen , developing a focal point for the 
it with t + ‘ves as first campaign, an event or series of 
. arYl events comparable to New Orleans’ 
va — ing first class passage, 1 ‘ts readers Mardi Gras and Pasadena’s Tourna- 
or : Simply by buy? 000 000 homes. Important to 1 1 adi ment of Roses. 
. ing in 2,000, any casual a a 
e- : class readi 8 of casual interest may be » iv has ever Savage Heads 
al || as no magazine 9 idea backed by us P Railroad Agents 
: So powerful that n George T. Savage, advertising 
er ence. ; “tion ts up some forty — of the ao gene at ee 
: a ns 1 | Chicago, was elected president o 
1ce failed 10 Br agricultural America a arket it is the American Association of Rail- 
Remember tha t at retail—that as am . | way — —_ h! hg 
1 annual meeting in iiladelphia. 
ents of every dollar spon dium—and you begin to se Following the convention the rail- 
eal ce by any other medal those who road advertising men journeyed to 
not well reached y . ite an asset to New York to inspect world’s fair 
nly Gentleman is qu activities. During their stay, they 
that Country were guests of Official Railway 
3 ; +! Guide at a dinner at the Hotel New 
use It. ight for those who don t. Yorker. 


And quite an overs 


cle MARGE (mother of Little Lulu) was a Country KEEPING OTHER FOLKS guessing keeps Erle 
“entleman discovery. One moral of her draw- Stanley Gardner busy and solvent. His are 
i- ings is that no paste-pot editing goes on some of the fastest clue hunts that never took 
} ocuntry Gentleman’s humor page.Humorhere _ place anywhere. You find his mysteries steadily 
x f strictly first-run, first rate. All bought and on best-seller lists, and frequently in Country 
hone borrowed. Gentleman. 


i 
fe 


“Every magazine must have a purpose for ex- 
istence. With some it is merely entertainment, 
with others it is a combination of entertain- 
ment, news and education. Country Gentleman 
belongs in the latter class.” 


PHILIP S. ROSE, Editor 


A LITERARY UNKNOWN, when he first appeared in 
Country Gentleman, Stephen Vincent Benet 
now holds a Pulitzer Prize, Roosevelt Gold 
Award, O. Henry Short Story Trophy . .. and 
numerous juicy checks from Country 
Gentleman. 


Other officers named were: First 
vice-president, R. E. Israel, Jersey 
Central, New York; vice-presidents, 
F. E. Heibel, Nickel Plate, Cleve- 
land; R. W. Jennings, Chicago, Bur- 
lington & Quincy, Chicago; C. P. 
Moore, Union Pacific, Omaha, and 
R. A. Willier, Wabash, St. Louis. 
E. A. Mitchell, Santa Fe Lines, Chi- 
cago, was re-elected treasurer and 
E. A. Abbott, Poole Brothers, Chi- 
cago, secretary. 


Bureau of Advertising 
Dinner Date Set 


The annual dinner of the Bureau 
| of Advertising to be held in connec- 
tion with the American Newspaper 
Publishers Association convention, 
has been scheduled for Thursday, 
April 27, at the Waldorf-Astoria 
Hotel, New York. 

Colonel Julius Ochs Adler, of the 
New York Times, is general chair- 
man of the dinner committee. 


Varley Resigns Post 

Harry Varley has resigned as 
president of Schick Dry Shaver, 
Bridgeport. Mr. Varley became head 
of the razor concern a year and a 
half ago on the death of Col. Jacob 
Schick after resigning as president 
of Briggs & Varley, New York 
agency. Mr. Varley intends to re- 
turn to advertising, but definite 
plans have not been revealed. 


New Name for Agency 

Howard W. Newton Company, 
Beverly Hills, Calif., has changed its 
name to Richard T. Clarke Com- 
pany. Richard T. Clarke has been 
a major partner of the agency since 
November, 1937. Kenneth M. Miles, 
former president of Tarr & Miles, 
Los Angeles agency, is vice-presi- 
dent. 
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Life tnesredoe Manages 


Life insurance as an institution is 
not on trial in the current investi- 
gation by the TNEC. While numer- 
ous references have been made to 
the Armstrong. investigation § of 


1906, which disclosed many condi- | 


tions requiring correction, nobody 


believes that the managements of | 


the leading life insurance compa- 


nies will be found to be derelict in | 
In | 


their duties to policyholders. 
other words, the investigation will 
not disprove the commonly accepted 
belief that insurance is a sound and 
satisfactory method of protecting 
the savings of the American public. 

The real questions raised relate 
to the basic economics of insurance 
as organized in America—whether 
the huge aggregations of capital 
which they control, as stewards for 
millions of policyholders, are man- 
aged in the public interest, and 
whether by their very size they 
possess too great economic powers. 
This is of course the same question 
which the national administration is 
raising generally; but as long as big 
business can justify itself in terms 
of its contributions to society, it can 
be successfully defended. 

No doubt the life insurance com- 
panies will be charged with lack of 
responsibility to their policyholders, 
who in the mutual companies are 
the owners. It is true that man- 
agements can perpetuate themselves 


because of 
ingness of 


the traditional unwill- 
policyholders or 
holders to give the necessary time 
to the study of the institutions of 
which they are a part. 
be remembered that 


an inefficient 


1337. 


N. F. Loundagin, | 


10 Conts a Copy, aah a Year | 


stock- | 


But it should | 


nwa 
i. a tg 


Fishermen's Paradise 
Gulf is telling fish stories—and 
very effectively, too—in this spe- 


cial Florida copy, which dramatizes 


or grafting management is responsi- | 


ble not only to its policyholders and 
to the insurance departments of 48 
states, but also to the agencies. The 
men in the field could easily topple 
the management of 
company which was 
wasteful or corrupt. 

The only danger to insurance 
from the investigation lies in the 
very fact that it is being conducted. 
Headline readers may wonder why, 
if life insurance companies are 
sound, there should be need for an 
investigation at all. Fortunately the 
leading companies have not been 
inarticulate, and the large volume 
of life insurance advertising which 
has appeared in recent years has 
demonstrated the fact that these 
companies are earnestly seeking to 
render genuine service to their pol- 
icyholders and the public. 

Incidentally, how could any of the 
big five—Metropolitan, Prudential, 
Equitable, New York Life or Mu- 
tual Life—justify not advertising, in 
view the vital necessity for the 
cultivation of intelligent and _ in- 
formed public opinion about life in- 
surance? 


any insurance 


found to be 


of 


Women and Fashion 


The subject of consumer educa- 
tion and cooperation is one which 
appeals strongly to all manufac- 
turers, and especially to advertisers. 
It’s necessary and desirable, in view 
of current trends, to give consumers 
all the information they can possi- 


bly use regarding products and 
methods of application. 
Now and then, however, repre- 


sentatives of organized consumers 


come to bat with statements which | 


are so far from fact as to make the 
innocent bystander wonder if they 
know what they’re talking about. 
For example, the editor of a con- 
sumer publication, addressing a 
consumer-manufacturer group in 
Chicago recently, upbraided manu- 


facturers of women’s garments for | 


not giving more factual information, 
meaning details of fabric and con- 
struction. He complained of the 
amount of style information appear- 
ing in women’s dress 
asserting that the 
“relatively 
woman buying 

This the 


fashion element is 
unimportant” to the 


of 


a dre 
is ort talk 


| opments. 
|} ample, 


advertising, | 


which 


makes those who are really trying 
to cooperate with consumers more 
than a little tired. The obvious fact 
is that fashion is the keynote of gar- 
ment merchandising, and that re- 
gardless of materials and quality of 
manufacture, correct style remains 
the primary requirement of the con- 
sumer. Fashion magazines and gen- 
eral publications, including 
papers, are constantly contributing 
to an awareness on the part of 
women generally, and not just those 
in the social whirl, of fashion devel- 
Farm women, for ex- 
know styles and are not wil- 
ling to accept everything the store- 
offers, 
Consumers 


news- 


keeper regardless of design. 
in all lines demand 


correct design in the products they 


buy. They want good materials and 
construction, of course, but they 
wouldn’t be satisfied merely with 


those. The style must be in keeping 


with current tastes and acceptance. 


When a so-called consumer expert 
says that women are not deeply 
concerned about style, he’s talking 


through his hat 


(- = - ~ cB ye aT 
OW Cars ee = © 
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ar * Pt Tee oF pea 


Tv? » bensnee — ad 
gf BE GULF’S GUEST IN FLORIDA 
the advantages of a new call-and- 
deliver service being operated by 


|Gulf service stations. And Gulf 
stations are also supplying free 
brace nol certificates” to those dev- 
otees who'd like “a novel certif- 
icate that furnishes proof of your 
catch. Space for snapshot and wit- 
nesses’ signatures.” 


Crusade for Jobs 


We've 
of the 


just been reading a report 
Adcraft Club of Detroit on 
the Detroit Crusade for Jobs which 
the Adcraft Club sponsored, and 
which recently ended. It’s an 
amazing report, and an interesting 
indication of what an 
club can do when it really sets out 
to do a bang-up job. 

Here a few highlights: 

The newspapers published 11 full 
pages, which were prepared 
local agencies; 
various types 
local stations: 


are 


were 
240 


broadcast by 


sade message: local 
and incorporated the Crusade 
blem in 

The 
four pages; 
tures were 
neighborhood 
and house 
122,000 flags, pennants 
were distributed 
city: schools were 


two sets of motion pic- 


papers, 


throughout 


| lem 


building paper, 


advertising 


by 
300 radio programs of 


24-sheet posters 
ind 2,000 car cards carried the Cru- 
advertisers 
printea 30 Crusade advertisements, 
em- 
5,000 retail advertisements. 
local shopping news printed 


shown in 150 theaters; 


IT'S THE SPIRIT THAT COUNTS 


By C. Addams, from The New Yorker. 


“| hope the convention iene how much trouble we've gone to.” 


i&Aad- libbing 


boys, public utility employes and 
taxicab drivers all wore Crusade 
buttons. 

Special events were celebrated; 
a buying survey was made; speak- 
ers carried the message to all types 
of civic, religious and fraternal or- 
ganizations . . . but you get the idea, 
from this brief resume, that the 
whole campaign was a huge suc- 
cess, and that the Adcraft Club of 
Detroit, with the cooperation of the 
Woman's Advertising Club, really 
did a job. 


Jottings 


The Better Business Bureau of 
Columbus, O., is upset about the 
/anti-chain store advertisement re- 
|produced in this column last week. 
| They say they know of no “Colum- 
bus Better Business Association” 


land want to know where and when 


the ad ran. The BBB’s confusion is 
|}understandable, because the ad 
didn’t run in Columbus, O., but in 
Columbus, Ga. And no Better Busi- 


|ness Bureau had anything to do 
| with it... 
We've just learned, no doubt 


somewhat belatedly, that the Tex- 
arkana Daily News solves the prob- 
of publishing in a city that 
straddles a state line by carrying 
the dateline, “Texarkana, U. 
Ss. a . 

Paraffine Companies demonstra- 
ted the qualities of their new 
Pabco Red Liner, 
to architects and builders by send- 
ing samples to them, with the nec- 


jessary message printed on the 
jsmooth side of the paper, rather 
than on aé_e conventional letter- 
head. . . 

You will be interested to learn 
that I. E. Ilgenfritz Sons Company 


of Monroe, Mich., has begun publi- 
cation of a house organ, “Ilgenfritz 
Orchardist,” to be edited by Ray- 
mond L. Klackle. 

“Advertising Men’s Interest in 
Medium at High Ebb,” bulletin’s 
Alexander Film Company’s house 
organ. It’s the neatest trick of 
the week, if true... 

A minor highlight of the blizzard 
that tied up Chicago recently was 
the enterprise of the south side 
newsboy who greeted weary travel- 


Universal, we see by their adver- 
tising, will soon be releasing “You 


magazines 
organs contributed space; 
and banners 
the 
decorated; news- 


Can't Cheat an Honest Man,” fea- 


| turing W. C. Fields with Edgar Ber- 


gen and Charlie McCarthy. Which 
shouldn't be too displeasing to a 
|certain coffee company... . 


——e 
——— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1462. The WLS Feature Foods 
Plan. 


In this new brochure Radio Sta- 
tion WLS, Chicago, describes its 
Feature Foods plan—a combination 
of radio, store promotion and food 
testing—how it functions and what 
it has accomplished in the Chicago 
market for various products in the 
food field. 


No. 1463. Facts About Hawaii's 
Plantation Laborers’ Purchas- 
ing Power. 


Radio Station KGU and The Hon- 
olulu Advertiser have issued this 
folder dealing with Hawaiian sugar 
plantation labor, a market of 101,- 
000 people, 48,000 of whom are ac- 
tively employed, with a total income 
of approximately 28 million dollars 
The folder illustrates living condi- 
tions among these workers, and in- 
dicates the potentialities of the mar- 
ket for electric appliances and other 
products. 


No. 1459. Newsprint That’s News. 


Coy, Hunt & Co., U. S. distributor, 
has issued this brochure, which de- 
scribes the characteristics of Price 
Brothers’ newsprint, manufactured 
by the Minton vacuum drier proc- 
ess. Details of the process are given, 
with color illustrations, photographs 
and crayon sketches showing the 
printing results obtained with use 
of the paper. 


No. 1460. Shipbuilding at Peace- 
Time High. 

For the third consecutive year the 
shipbuilding industry has set a new 
record in volume of vessel tonnage 
under construction, according to this 
bulletin issued by Marine Engineer- 
ing and Shipping Review. Statistics 
on the 1938 output are given, with 
a list of merchant and naval ship 
construction under way on Jan. l, 
1939, by number, types and tonnage. 


No. 1461. It’s Check-Up Time. 


In this brochure The Saturday 
Evening Post presents itself for a 
physical examination and _ invites 
the reader to be the doctor. Its 
editorial content, circulation, read- 
er-interest, and promotional activi- 
ties undergo a thorough check-up. 


No. 1440. Speedy-Q Sound Effect 
Records. 


Charles Michelson has issued this 
catalog of Speedy-Q sound effect 
recordings, which lists just about 
everything from the peaceful sound 
of linnets and meadowlarks and low 
tide at night to cannon, rifles, pis- 
tols, ricochet bullets and roaring 
lions. The advantages of the split 
second cues, the cost and other de- 
tails about the records are given. 


No. 1450. Rotogravure is in the 
Spotlight. 

This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
amples of type, photographs and 
color, and case studies of a number 
of successful rotogravure advertis- 
ers. It also provides figures on 
newspaper readership based on Gal- 
lup reports, showing the extent of 


ers in stentorian tones with the| the rotogravure section’s audience. 

message: “Your newsboy never 

fails you. Business as usual. Get|No. 1448. 12 Women. 

your latest paper here.” The Philadelphia Inquirer has is- 
Newest variation on an old |gyed this brochure, which is de- 

theme: Servel refrigerator’s head-|yoted to the 12 women writers and 

line, “No Noise Is Good News.” . . 


-|their departments covering fashions, 


home-making, gardening, shoppiné. 
cooking and other features of pat 
ticular interest to the paper’s Wo 
men readers. The brochure shows 
how these feature writers creat 
for advertisers a valuable family 
audience in the Philadelphia are? 
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ee 


Advertisers Link 
Two Fairs Despite 
New York Taboo 


New York, Feb. 8.—Despite the 
unwillingness of the New York 
World’s Fair to have its name cou- 
pled in advertising with that of 
San Francisco’s Golden Gate Inter- 
national Exposition, a number of ad- 
yertisers are proceeding with plans 
to promote vacation trips which will 
include visits to both. 

J. J. Pelley, president, Association 
of American Railroads, announced 
last week that his organization 
planned to offer reduced rates for 
travelers wishing to visit both fairs. 
This “grand-circle” plan, according 
to the Arthur Kudner agency here, 
will be featured in summer adver- 
tising of the association. 

The “grand-circle” plan will en- 
able tourists to go from their homes 
to either exposition, then on to the 
other, and back home again for a 
coach fare of $90. Stop-offs will be 
permitted at any point along the 
line. 

The Hotel Statler Company and 
the Pullman Company have an- 
nounced plans for linking the two 
expositions in advertising. Both fea- 
ture the possibility of visiting both 
coasts in the course of a single va- 
cation. 


Westerners Meet Rebuff 


Promoters of the California fair 
have been trying to interest adver- 
tisers in “see both fairs” promotion, 
but the New York authorities have 
refused to sanction such advertising. 
The collateral advertising rules of 
the New York affair expressly for- 
bid use of the fair name in conjunc- 
tion with any other exposition. 

A number of other advertisers, in- 
cluding oil companies, tire manu- 
facturers, and bus lines, are under- 
stood to be completing plans for 
linking the two fairs. Air transport 
companies have also considered 
using the idea. 


Lassetter Transferred 
W. C. Lassetter, formerly as- 


sociate advertising manager of 
Progressive Farmer & Southern 
Ruralist, has been transferred to 


Memphis as editor of the publica- 
tion’s Kentucky-Tennessee editions. 
Forbes McKay, formerly with the 
Detroit office of Curtis Publishing 
Company, has succeeded Mr. Las- 
setter in the advertising post. 


Renames Adrian Bauer 


Merchants & Evans Company, 
Philadelphia manufacturer of re- 
Irigeration compressors and equip- 
ment, has re-appointed Adrian 
Bauer Advertising Agency, Phila- 
delphia, for a campaign in refriger- 
ation, air conditioning and indus- 
trial trade publications. Harold 
Finestone is account executive. 


Leather Goods to Reubin 


New Rexbilt Leather Goods Cor- 
poration, New York, has appointed 
R ‘ph S. Reubin Company, New 
:ork, to handle an expanded adver- 
Using program for 1939. Business 

ers and direct mail will be used, 
consumer publications to be 
ided later in the year. 


Promotion for Saratoga 


©wspapers, magazines and radio 
be used by the Saratoga Asso- 
n to promote the 75th anniver- 
ind the 30-day meeting of the 

race track, starting July 

eighton & Nelson, Schenectady, 
igency. 


State Names Rider 


Villiam M. Rider has been named 
‘of the New York State Bu- 
{ Milk Publicity, replacing E. 
! Gaynor, who has been 
rred to the milk control divi- | 


o 
ga 


's-Payne Advertising, Tulsa, 
n admitted to membership in | 
uthwestern Association 
Using Agencies. 


Lasker to WORL 
Gr 07 ge Lasker, formerly commer- 
nager of WPEN, has been 


Wop, S¢neral manager of Station | 
‘IRL, Boston. 


es | 
Watts-Payne Joins Group | 
| 


~ 


of 


Radios to Van Leer 


Monarch Sales Corporation, New 
York, manufacturer and distributor 
of Freed-Eiseman radios, has ap- 
pointed Arnold Van Leer & Asso- 
ciates, New York, to direct its ac- 
count. 


Babbitt Lists Media 


B. T. Babbitt, New York, will use 
newspapers, magazines and radio 
for Bab-O cleaning powder during 
1939. Blackett - Sample - Hummert, 
New York, is in charge. 


Gets Universal Battery 
Universal Battery Company, Chi- 


cago, has named Behel & Waldie, 
Chicago, as advertising counsel. 
Lee R. McCullough is_ account 


executive. 


G-E Dealer Show 
Starts Tour 
of 50 Key Cities 


New York, Feb. 7.—Considerable 
showmanship has been exercised by 
General Electric Company in pre- 
senting its 1939 merchandising story 
to dealers and distributors with a 
spring road show which will be sent 
on a tour of 50 cities. 

Two complete units of the show 
have been assembled, one for East- 
ern and the other for Western 
points. The Eastern troupe will open 
in New Orleans on Feb. 8 and con- 
clude its run in Buffalo on April 4. 
The WeStern troupe will open in 


| 
| St. Louis on Feb. 10 and close in 
Cleveland March 29. The show was 
produced under the direction of 
A. L. Seaife and Roy Johnson, ad- 
vertising and sales promotion man- 
agers of the specialty and household 
appliance divisions, respectively. 
While the complete production is 
concerned with G-E home appli- 
ances primarily, a motion picture 
is being used to show such activi- 
ties as the manufacture and testing 
of giant turbines and generators, 
minute instruments, light sources, 
wire and cable, refrigerators, radios 
and other products. 


Lucas Joins Federal 

John D. Lucas has joined the 
copy staff of the Federal Advertis- 
ing Agency, New York. 


Swan Joins “Star” 


Joyce Swan, formerly promotion 
manager and assistant business 
manager of the Des Moines Register 
and Tribune, has been named sales 
promotion manager of The Minne- 
apolis Star. 


Anfenger Expands 

Anfenger Advertising Agency, St. 
Louis, has moved to larger offices 
at 1706 Olive street. The agency 
has opened a New Orleans office in 
the Canal Bank bldg. 


Golovin Gets Hosiery 

Le Roi Hosiery Company, New 
York, infants’ and children’s hosiery, 
has appointed Willard B. Golovin, 
Inc., New York, as advertising 
agency. 


*During the month of 
December the Evening 
showed a 
7% loss in circulation 
largely because of a 
C10 strike (all other 
Chicago newspapers 
had circulation losses | 


American 


in December). 


NATIONAL REPRESENTATIVES: 


THE AVERAGE DAILY 
EVENING AMERICAN FOR THE MONTH OF JANUARY, 1939, WAS 


NET 


400.836 


THIS WAS AN INCREASE OF 19,132 OVER THE PRECEDING 
MONTH. THE LARGEST INCREASE IN THE EVENING FIELD 


PAID CIRCULATION OF THE 


* 


CHICAGO EVENING AMERICAN 


- a good newspaper 


* 


HEARST INTERNATIONAL 


ADVERTISING SERVICE, RODNEY E. BOONE, GENL. MGR. 
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February 13, 1939 


Court Declares Tax 
on Supermarkets 


Unconstitutional = 
Laws Passed by New, 


Jersey Communities| 
Held Confiscatory | 


Trenton, N. J., Feb. 7.—Super- 
market operators won an important 
victory here last week when the su- 
preme court set aside ordinances in 
Camden and Atlantic City which 
had been enacted for the purpose 
of discouraging self-service stores 
through the imposition of high li- 
cense fees. 

The case was fought through to 
the high court by Acme Markets, | 
Food Fair, Giant Tiger Corporation 
and Great Atlantic & Pacific Tea 
Company, operating supermarkets 
in one or both of the two munici- 
palities. The license fee imposed in 
Camden was $10,000 annually, and | 
in Atlantic City it was $5,000. The | 
store operators appealed to 
courts on the 


sums were 
view was reflected in the 
opinion of the court which stated 
that “the payment of the tax could 
be effected only by substantially 
raising prices to consumers, or by 
an exhaustion of capital.” Continu- 
ing, the court said: “A municipality 
can not by the imposition of a li- 
cense tax for revenue, confiscate the 
property of one merchant merely 
because he offers his merchandise 
for sale in one manner rather than 
another. The municipality may not 
require its residents to forego the 
exercise of any economy in order 
that a group of merchants, unwill- 
ing to take advantage of economy 
and management, may prosper.” 
The economy 
tailing methods 


of self-service 
was 


re- 
admitted by 


the court which said that the sav- | 


ings from this type of operation 
were passed along to the consumer, 
and “the ever-increasing cost of liv- 
ing has enforced every economy of 
living which the 
wisely exercise.” 

The Camden ordinance levied a 
fee against markets “in which is 
provided use of a basket or othe 
container, personal selection of ar- 
ticles desired, the calculation of the 
total price of goods selected and 
payment therefor before’ exit.” 
Commenting on this, the court said: 
“A grocer providing baskets is 
taxed $10,000 a year and he who 
does not is $10,000 a year better off 
There is no sound basis for the dis- 
tinction.” 

The Camden ordinance, adopted 
in April, 1938, was the first 
state to attempt to put 
a high tax on supermarkets. The 
\tlantic City law was passed the 
following month. In both cases, in- 
dependent retailers, individually 
and through trade associations 
active proponents of the 


individual can 


in the 
into effect 


, were 
measures 


Kinghan, Cowhey Added 


Sutton & O’Brien, New York, has 


added Charles Kinghan and Ker 
Cowhey to its staff of advertising 
irtist 


$atisfied Sponsors 


THEY REACH THE 


FOREIGN RESIDENTS 
| ° | 
Yo 
| 

of Metropolitan New York's 


population through our 


SPECIALIZED $ERVICE 


— WBNX ion 


1000 watts DAY AND NIGHT 


Two Nations Plan 


Joint Debut for 


Tourist Drives 


Vancouver, B. C., Feb. 8.—Tourist 
bureaus of two nations have col- 
laborated to launch a_ three-way 
campaign March 7 with a color 
spread 


in The Saturday Evening | 


Post paid for jointly by the Oregon | 


State Highway Commission, the 
Washington State Progress Commis- 
sion and the British Columbia 


Travel Bureau, it was learned here | 


today. 
The advertisement, urging read- 
ers “This year to visit all of the 


Evergreen Empire,” will be followed | 


by separate campaigns for the three 
groups. 


Canadian Plans Varied 


Similar problems confronting the 
two states and this Canadian prov- 


| vertising 


ince in tourist advertising inspired | 
the tie-up, it was explained. It is) 


ADVERTISING AGE 


hoped that the joint opening effort 
will build greater emphasis upon 
the individual copy to follow. 

The B. C. bureau will spend 
$40,000 this year in magazine and 
newspaper advertising. Fourteen 
magazines and 50 newspapers will 
carry the copy. Total promotion 
expenditures will be $105,000, in- 
cluding motion picture, outdoor and 
poster advertising, grants to local 
tourist bureaus and publicity. Brit- 
ish Columbia is also planning a 
$50,000 exhibit for the Golden Gate 
Exposition in San Francisco. 

Its joint effort with the two state 
groups was handled through the 
Washington State Advertising 
agency, a_ triumvirate including 
Strang & Prosser and the Western 
Agency, Seattle, and the Syverson- 
Kelly Agency, Spokane. 


Wernecke Changes 


Orin S. Wernecke, formerly ad- 
representative of 


| 
| 


Old Drum Gin Appears 


Old Drum Gin, companion to Old 
Drum blended whisky, has been 
placed on the market by Calvert 
Distillers Corporation, New York. 
It will be nationally advertised in 
conjunction with Old Drum whisky 
advertisements appearing in Amer- 
ican Legion, Liberty, and the Sat- 
urday home sections of the Chicago 
American and New York Journal. 


To Campbell-Lampee 


Florentine Craftsmen, New York, 
garden furniture and ornaments, 
has appointed Campbell-Lampee, 
New York, to handle its advertising. 
Ye Olde Mantel Shoppe, New York, 
has also appointed the agency, and 
Wayne Swanson is account execu- 
tive for the two accounts. 


Borden Names Thompson 


Sam Thompson has been ap- 
pointed assistant director of sales 
for Borden Sales Company division 


The | of the Borden Company, New York. 
American Weekly, now represents| He will continue 


to direct sales of 


The Country Gentleman in Chicago.| malted milk products. 


the | 5 
ground that these 
prohibitive,” and _ the| 
tax “confiscatory.” 
This | 


_—_ 


Insurance Company 
Resumes Promotion 


North American Accident Insur. 
ance Company, New York, is re. 
suming its newspaper advertising ip 
22 metropolitan papers. Additiona] 
expenditures are contemplated after 
results have been tabulated on the 
initial campaign handled by Frank. 
lin Bruck Advertising Corporation, 
New York. 


de Goveia Opens Office 


C. J. de Goveia & Associates has 
started a general publicity and pub- 
lic relations service at 53 W. Jack- 
son blvd., Chicago. Mr. de Goveia 
was formerly public relations di- 
rector of Cord Corporation and for 
the past ten years publicity director 
of P. P. Willis Corporation. 


Introduces Chocolay 


Abbotts Dairies, Philadelphia, is 
introducing Chocolay, ready-mixed 
beverage requiring no additions, to 
the Philadelphia market. Newspa- 
pers will be used. Richard A. Foley 
Advertising Agency is in charge. 
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Boston Club Ads 


February 13, 1939 


to Curb Criticism 
of Advertising 


operate in Educational 
Project 


| Inc., 


| Evening Transcript, Herald-Trav- 
‘eler, Post, and Record-American, 
/has been given more than 20,000 | 
lines of space, worth about $10,000,|the past two years in delivering 
for the drive. 


Preparation of copy is in the 
hands of five advertising agencies: 
Alley and Richards, Louis Glaser, 
H. B. Humphrey Company, 
Lavin Company, and Walter B. 


| Snow and Staff. 


All Allied Interests Co- 


Agencies Pick Slogan 


The agencies decided on a gen- 
eral theme, slogan and special type 


|of signature, but beyond that each 


ton, Feb. 8.—Continuing its had a free rein in working out copy. 
drive to increase public understand-| The slogan for the whole campaign 


ing of the value of advertising and 
to bring to the fore its social sig- 
nificance, the Advertising Club of 
Boston is conducting a five-week 
newspaper campaign in which ad- 
-ertisers, agencies, local newspapers 
and suppliers are cooperating. 

The Public Education Committee, 
through the cooperation of the 
Christian Science Monitor, Globe, 


EK 


LR stop in a country town for a chat with 


a farmer? If you have, you'll recall how 


is “Advertising Pays You.” The 
signature divulges the donor of the 
space and creator of the layout or 
artistic effects or photographer. 
Louis Glaser is chairman of the 
club’s public education committee. 
Other members are: George Ken- 
nison, advertising manager United 
Drug Company; John A. Smith, 
John A. Smith and Staff, and Leav- 


eration ago. 


quickly the talk veered to national affairs—and 


how soon you found yourself groping for facts to 
match the clarity of his arguments. 
loday’s farmer knows what is going on in these 


throbbing times. As a business man he has to. 


\ e282 
‘san alert citizen he wants to. 


leading United States Senators know that. 


Talk 


ADVERTISING AGE 


itt C. Parsons, 
Apothecary. 
Mr. Glaser said that the efforts of 


|speeches to various clubs, schools 
}and consumer groups will be con- 
j}tinued and the educational efforts 
| will probaby be extended to other 
| media. 

“Will Be Far-Reaching” 


| 


“We think that this campaign 
will be far-reaching in its total 
|effect. There is a great deal of agi- 
|tation in this community by lectur- 
ers and economists of the ‘guinea 
| pig’ type who have done a lot of 
|talking against advertising,” he 
| added. 


publisher of The) 


Mr. Glaser said that he has ap-| 


|proached the Advertising Federa- | 


project of the Boston club be ex- 
tended through other advertising 
clubs. Mr. Glaser expressed his 


thought and action impossible one short gen- 


That is why the new Country Home is gaining 
such a quick responsiveness from the eager 
element in rural America. Smartly styled, briskly 
written, alertly personal—it talks the modern 


farmer's language. No wonder more farmers 


subscribe to The Country Home than to any 


other magazine! 


down to the farmer?—political suicide! 


And no wonder advertisers and their agencies 


are calling The Country Home the hottest buy 


this new force in farm publish- 


ing aimed at—and read—by Farm Market A. 


Put its electric vitality to work getting the rural 


Underestimate his grasp of national affairs?— 

Political stupidity, since each morning's mail 

Shows how clearly the farmer knows what he in the whole Jarm fletd! 

“ants, not only for himself but for the nation. Don’t overlook 
Yes~today’s farmer is different! The movies, 

the motor car, easy communication and me- 

Chan} 


cal advances have given him a mobility in 


vote for your product! 


“Country Home Magazine 


LARGEST NET PAID RURAL CIRCULATION IN PUBLISHING HISTORY 


THE CROWELL PUBLISHING CO., 250 PARK AVE., NEW YORK 


tion of America suggesting that the | 


willingness to turn over to the AFA | 
all details and technique developed 
}in the current undertaking. 


TO INCREASE PUBLIC UNDERSTANDING 


IT HAS TO BE 


GOOD 


any pride of ownership. 


The merchant or manufacturer who talks to y 


cannot escape his responsibilities . 
up his advertising with vatve. 


econom 
we 
s J 
Y © 
os « 
. . 
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ADVERTISIN 


ADVERTISIN 


’ | SHE used car dealer says, of the car no longer manufactured, “It's 
says it with both distrust and contempt because | ! 


get parts from, nu longer a business concern responsible for the Goop name of the car, no longer 


It's different when the ‘rade-mark on the merchandise you buy, 
somebody GUARANTEES it, when it is advertised. Then it Aa: 


knows just where that advertising puts him. It makes him the Guarantor of your satisfaction. 
He wants your patronage therefore realizes he must not only win your 
Keep it. Advertising identifies him . . . identifies his product. . 
. » he knows it would be foolish and dangerous not to back 


For better products and known values buy goods that are advertised. Don’t let any business 
sharpshooter tell you “it’s cheaper because it isn’t advertised” because every practical business 
ist knows that advertising repvcEs price to the consumer! 


| An advertisement prepared by the Public Education Commistee of the 
OG CLUB OF BOSTON; space given by the Boston Records 

American; layout and design by Frank Duffy; typography by Machine 
| Composition Company 
Know About Advertising”; address Advertising Club of Boston, 
Hotel Statler 


an orphan"! And he 


he means there is no longer a factory to 


means a known calue, when 
to be good! 


u through one form of advertising or another 


confidence but also 
. and decause he advertises he 


Send for rree sooxrer, “Facts You Should 


G PAYS YOU 


pliers to tell the public 


‘Milwaukee “News” 
Merged with “Sentinel” 


In the Jan. 30 issue of ADVERTIS- 


made to the “recently 
Milwaukee Sentinel.” 


suspended 


On Jan. 16 the News, evening paper, 
was consolidated with the Sentinel, 
morning. Many of the News fea- 
tures and news facilities were added 
to the Sentinel. 


Ostreicher on Own 

Bernard F. Ostreicher has opened 
an advertising counsel bureau in 
the Statler bldg., Boston. He was 
formerly treasurer of Dowd & Ost- 
reicher, Boston agency which was 
dissolved Jan. 1. 


— 


Started 1933 


ING AGE, reference was incorrectly | 


The Sentinel was not suspended. | 


INDUSTRIAL 
he 


MATERIALS 


xs — —— . 
eee oni seas 


This copy is part of a newspaper campaign the Advertising Club of Boston has 
started in cooperation with advertisers, agencies, Boston newspapers and sup- 


the value of advertising. 


Plan Ham Campaign 

| Wisconsin Agricultural Authority 
and packing companies in the state 
will launch a campaign two weeks 
before Easier to promote the sale of 
Wisconsin hams. The cost of the 
drive will be shared equally be- 
| tween packing companies and the 
WAA, L. M. Peterson, sales man- 
ager, has announced. 


| 

Neville Appointed 

| William Neville & Associates, 
Philadelphia, has been appointed 
advertising representative for “The 
19th Hole,” new class magazine 
published by Stentor Publishing 
Company, Philadelphia. F. H. 
Gloeckner is president and David 
E. Kaye is business manager. 


lf... You Are 
Looking for an 
Opportunity to 
Reach Plant 
Operating Men 
in the Larger 
Plants in all In- 
dustries ... 
Industrial Equip- 
ment Offers 


Vember CCA . | 


JOVERAGE OF 51,448 PLANT OPERATING MEN 


(More than available through any other publication ) 
83.66, 
DEFINITELY TITLED TO PLANT OPERATION 


95.4°° ADDRESSED TO INDIVIDUAL NAMFS 


(All have requested regular receipt of IEN service) 


81°, 


IN PLANTS RATED AT $100,000 AND OVER 


STANDARD ADVERTISING REPRESENTATION 


$79 to $85 
DETAILS: WRITE FOR LEN’S 


down) 


AND CCA STATEMENT 


A MONTH 


NEW NIAA (with county break- 
S AND A COPY OF THE “IEN 


PLAN.” 


THOMAS PUBLISHING CO.,461 Eighth Ave., N.Y.C. 
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ADVERTISING AGE 


tenant 13, 1939 


Voice of the 


Recalls Lincoln‘s 
Advertising Ethics 


To the Editor: The birthday of 
Abraham Lincoln provides an ap- 
propriate occasion for your readers 
to examine two of the less familiar 

roducts of his pen, for whatever 
example and guidance they may 
provide. Copywriters may appraise 
the first sample for its clarity, sim- 
plicity of style, and terse presenta- 
tion of its message. It is a small 
advertisement which appeared in 
the Sangamo Journal, March 26, 
1836. 

STRAYED OR STOLEN 

From a stable in Springfield, 
on Wed. 18th inst., a large bay 
horse, star in his forehead, 
plainly marked with harness, 
supposed to be eight years old; 
has been shod all around, but is 
believed to have lost some of 
his shoes; trots and paces. Any 
person who will take up said 
horse, and leaves information 
with the Journal office, or with 
the subscriber at New Salem 
shall be liberally paid for his 
trouble. 

A. Lincoln. 

The syntax is not beyond im- 
provement, admitted, but in 1836, 
Lincoln's self-education was still in 
progress. Most of his 27 years had 
been spent in the woods, the others 
on the frontier; yet, at the time this 
announcement appeared he had re- 
cently completed his first term as 
the representative from the New 
Salem district in the State Legisla- 
ture. The capital was still at Van- 
dalia. New Salem was about 20 
miles from Springfield, and Lincoln 
was a frequent visitor there, bor- 
rowing books for his study of the 
law, or for other reasons. We can 
only imagine the circumstances un- 
der which his horse strayed or was 
stolen. 

In an old book 
speeches and 
found another bit of copy, perhaps 
of even greater interest. Students 
of advertising ethics may well con- 
sider, in this second exhibit, the 
attitude of its author, in the matter 
of testimonial statements. “Truth 
in advertising’ may be an older 
principle than we have realized. 

Identified merely as “A Letter to 
‘Professor’ Gardner,” it is dated at 
Springfield, Sept. 26, 1860. 

Dear Sir: 

Some specimens of your soap 
have been used at our house 
and Mrs. L. declares it is a su- 
perior article. She at the same 
time protests that I have never 


of 
papers, I 


Lincoln’s 
recently 


given sufficient attention to the 
“soap question” to be a compe- 
tent judge. 


Yours very truly, 
A. Lincoln. 
May 18, 1860, the Chicago 
Convention had nominated Lincoln, 
and he was formally notified of the 
fact on the following day. 
that time, until the 


On 


From 
November elec- 


tion, he was continuously in Spring- | 


field, 
those 


and the recorded events of 
days indicate that he experi- 
enced all the inconveniences which 
public characters must suffer 
reporters, well-wishers, 
hunters and cranks. On 
the day on which he 
moment to write the 
the correspondent of the 
Herald called and found = him 
“seated, engaged in conversation 
with strangers from different 


from 


Sept. 
found a 
“Professor,” 


New York 


of the country.” 
I have never seen this letter pub- 
lished in any other collection, and 


regret that I have 
as to whom the — 


no information 


*rofessor’’ was 01 
the name of hi uperior soap, nor 
as to any of the other circum- 
tance urrounding the writing of 
the gracious, but ingeniously un- 
usable, testimonial I do not know 
where the original of the letter may 
now be, and if any of your reade) 
have knowledge of it, we would be 
interested to learn more about it 

ROBERT BARTON, 

Foxboro, Mas 


This department is a reader’s forum. Letters are welcome. 


TOUGH GUY, EH? 


Pepa CONCRETE 
10 A TOUGH, FEATHER EDGE. 


co ith Cellulose, may be used for 
Lo ay ted al rt RFA ay mate # ; by 4 


todoore of out 
(eSestiese Boor ur 


east THIS TEST! 


RUGCEEDWEAR te the 
——o 


This is “Jumping Joe,’ whose advertising 
antics make friends for Flexrock Company. 


Meet “Jumping Joe” 

To the Editor: An advertising 
personality who has been making 
his weight felt for some time in the 
business press in all parts of the 
country is shown working out in 
this layout. May I present to you, 
“Jumping Joe” of Flexrock Com- 
pany, Philadelphia. 

Your readers may be 
in meeting the gentleman, in line 
with your recent presentation of 
other new personalities. 

GARLAND FIELDING SMITH, 
Washington, D. C. 


7, FF 


Places Ad Message 


Before Layout 
To the Editor: 
letter in your 
vokes a reply. 
Edward Everett, immaculate 
dress (the result of an “artist” tai- 
lor) and a competent “layout man” 
(on a platform facing an immense 
crowd) spoke for two full hours but 
which message died almost as soon 
as spoken. Abraham Lincoln, un- 
couth in dress and slovenly in man- 
ner, spoke less than an hundred 
words, but, which message will live 
as long as the pages of history en- 
dure. If that wasn’t “dramatic- 
ally’ enough to suit Mr. Abrams’s 
measure, then we ought to bring 
Lincoln back, and have him dressed 
up a bit. 
The late 
illustrated his 
he produced 


interested 


Barney Abrams's 
Jan. 30 issue pro- 


in 


John E. Powers never 
advertisements, yet 
advertising messages 
which made him the greatest copy- 
writer of them all,—and still is! 
Arthur Freeman put it most tersely: 
“It isn’t the vehicle you are trying 
to deliver; it’s the load (message) 
you've got to get across!” 
With a story and a 
writer, no newspaper needs addi- 
tional passementerie to arouse the 


headline 


| bunch of useless gadgets, 


autograph- | 


28. | pull 


art; 
parts | 


world with its front page announce- 
ments 


“Streamlining” never made an 
| automobile; if the message (the en- 
| gine) isn’t there, the shell is but a 


regardless 
you can't 
: neither will the 
limit of art make an advertisement 
if the message is not cork- 
screwy enough to get the readers to 
go down into their for the 
coin 
Two 
tures that are 


of the picture it makes; 


drive a “picture” 


jeans 


alesmen may present pic- 
the limit of sartorial 
one is a success; the other 
Clothes do not make 
nan. A real salesman doesn't re- 
quire flashy habilaments. A real ad- 
vertising text alone, oppo- 
site the colorful combination, 
will bring the prize 
ve seen it done 
GRIDLEY 


is a 


flop. 


a sales- 


message, 
most 


hom bacon 


ADAMS, 
New York 


Early Bird 


To the 
is no end 


Editoi \y 


parently 
to tin 


ne, but 
fol 


yon 


simply an 


unending grind advertising men 


ai well 
I hi 


as evel else 


ive before m« advertise- 


there | 


Advertiser 


ment for Ilg Electric Ventilating 
Company taken from the Jan. 23 
issue of Time. The copy concerns 
the utility of an Ilg electric kitchen 
ventilator and included in the ad is 
this statement: “An Ilg makes a 
most desirable Christmas present.” 

After all, there are only 342 days 
until next Christmas! 


a ©: bi, 
Grand Rapids, Mich. 


: |Book Copy Gets 
Novel Treatment 


To the Editor: This advertisement 
which we have prepared for the 
Modern Library, is to appear in the 
New York Times book review sec- 
tion on Feb. 12. 

General advertisers have recently 
shown great interest in the adver- 
tising of book publishers—not al- 
ways a flattering interest, since the 
general (and probably justified) 
opinion is that book advertising 
tends to run to a depressing same- 


=*=| Modern Library £ Books == 


vuicosersy 
sons? ane ‘ $425 


ness and is addressed largely to 
those with ingrained bookish or lit- 
erary tastes. 

In this advertising we have at- 
tempted to broaden the appeal by 
dramatizing each of the new Mod- 
ern Library titles presented, to 
make each individual ad in the 
group stand on its own feet, and to 
make the copy as exciting as pos- 
sible. At the same time, the prob- 
lem presented itself of identifying 
each of these books with the Mod- 
ern Library series as a whole, so 
that people going into a bookstore 
would be impelled to examine the 
other 253 titles in the series. In 
other words, by focusing attention 
on the new we are 
ing to sell entire Modern 
brary. 

Another interesting point is that 
while a coupon is given prominent 
space, the effort is made throughout 
the advertisement to direct readers 
into the bookstores, and to mail th« 


books, 
the 


coupon to a bookseller rather than 
to the publisher. Booksellers in the 
past have resented too direct com- 
petition from publishers who try to 
|sell the consumer. We are delib- 
erately sacrificing direct coupon re- 
turns in this case in order to build 
good will with the dealer. 

Modern Library sales last yea 
ran to over a million copies. Two 
of the recent titles—“The Basic 
Writings of Sigmund Freud” and 
Lin Yutang’s “The Wisdom of Con- 
fucius’—which have sold _ faster 
than any previous items in the 
|series, have shown the wisdom of 
featuring the individual books as 
they appear rather than to depend 
entirely on general promotion of the 
series At 95 cents and $1.25, the 
market for these books—which in 
many cases cost as high as $3.50, 
$5 or more in their original edi- 
|! ions—is immensely broadened. An- 
|} %ther point involved is that read- 
lers are sometimes inclined to look 
on books that have been widel: 


publicized as “great literature” as 
being “dated,” and probably unin- 
teresting. We hope that the type of 
treatment we are giving them in 
this advertisement will help to over- 
come this tendency. 

This is the first of a series of 
full pages which will run in the 
New York Times and the Herald 
Tribune throughout 1939 (except 
in the mid-summer months.) Deal- 
ers are also being given mats, with 
an advertising allowance, to tie in 
with this campaign in their local 
papers. 

FRANKLIN SPIER, 

Franklin Spier & Aaron Suss- 


man, Inc., New York. 


He Goes Jan Masaryk 
One Better 


To the Editor: In your issue of 
Feb. 6 you quote Jan Masaryk to 
the effect that democracy should be 
sold by the same technique as cig- 
arettes. Why not sell cigarettes and 
democracy at the same time, in this 
way: 

The American Tobacco Company 
could run a campaign built upon 
the American way of doing things, 
such as secret voting, free speech, 
etc. The tie-up would be the 
American Tobacco Company’s way 
of buying the cream of the crop to 
make Luckies. 

Let Camel tell how their product 
skyrocketed to volume heights dur- 
ing the great war when American 
soldiers, fighting for democracy, lit 
a Camel to sooth their nerves. 

The others can figure their own 
angles. Who is paying me to do 
this? 

Anyway, those great tobacco for- 
tunes were built by the American 
way of doing things, and they can 
be maintained best under a real 
American system. Don’t you be- 
lieve now is the time, and this is 
the way to repay their debt to the 
American system of democracy? 

Max WALES, 
Wales Advertising Agency, 
Topeka, Kan. 


attempt- | 
Li- | 


Farmall Plant. 


4. 


Budget Requests $7,- 
500,000 to be Spent at 


Arsenal. 


ot 


THIRD 
LARGEST 
MARKET 
IN ILLINOIS 
OUTSIDE 
CHICAGO M 


land WITH NO DUPLICATION 


MOLINE-ROCK ISLAND CONSTITUTESs 
_ BIG PART OF THIS MARKET; 57.1 


4491 city population, 58.7° 
wage earners, 59° f r € 5] 9°. 
oa aie SR a >| e et 


If you cannot afford four papers, 
reach the LARGEST potentialities 
of this market 
DISPATCH-ARGUS. 


A Member of the Illinois Markets 


ar, 
<< 


Urges Improved 
Terminology for 
Business Press 


Chicago, Feb. 7.—Substitution 9 
the term “business magazines’ for 
“business papers” or “trade jour. 
nals” was recommended here yes. 
terday by Joseph S. Hildreth, vice. 
president of the Chilton Company, 
Philadelphia, at a luncheon meeting 
of the Chicago Dotted Line Club, 
Mr. Hildreth said that general use 
of the term suggested would result 
in greater prestige for business pub. 
lications. 

The speaker commented on the 
substantial increase in the volume 
of business placed in business pub- 
lications by advertising agencies, 
and urged business publishers to 
work more closely with them, 
Agencies frequently enjoy such 
close and confidential relations with 
clients that they can present the 
story of the business publisher to 
the client more effectively than the 
representative is able to do, he said. 

Mr. Hildreth said that in the case 
of one large publishing company, 
the volume of agency business has 
increased from 10 to 60 per cent of 
the total in the past few years. 


Buchanan Names Two 


Buchanan & Co., New York, has 
appointed S. Schaefer, with the 
agency for 14 years, to head its con- 
tract and media department. E. R. 
Harris, 


chanan for 10 years, has been §& 
appointed production and_ traffic $ 
manager. # 


Stinson Appointed 

William S. Stinson has again been 
placed in charge of advertising for 
Oliver Farm Equipment Company, 
Chicago, succeeding B. W. Knight, 
who has joined Cleveland Tractor 
Company, Cleveland, in a similar 
post. 


Lucke with Gerber 

Richard H. Lucke, formerly as- 
sistant sales promotion manager of 
American Radiator Company, has 
joined Joseph R. Gerber Company, 
Portland, Ore. 


154,450 Oa inthe UNITED STATES 
7 
Straight from the SHOULDER 
l It takes four daily newspapers to ade- | 
| e quately cover this important metropoli- : 
tan market. 

The Moline-Rock Island sector can be 
e reached ONLY through DISPATCH- 
ARGUS circulation 
| pestis npg ” DISPATCH-ARGUS circulation reaches 
ere veined 2 9 out of every 10 hom n Moline-Rock 
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Dual Thinking by | 
Consumers Shown in 
Opinion Surveys 


Citizen and Buyer May 
Be Two Different Per- 
sonalities 


New York, Feb. 7.—People may 
think one way as citizens and just 
the opposite as customers and just 
because they patronize a company 
guarantee that these same 
people approve of its policies, Rich- 
ardson Wood, of the Fortune edi- 
torial staff, told the Technical Pub- 
licity Association here last night. 

Mr. Wood illustrated this point by 
referring to Fortune surveys of pub- 
lic opinion. A study two years ago 
showed most people in favor of 


is no 


either heavier taxing of chain 
stores or of putting them out of 


business altogether, despite the fact 
that these stores were attracting 
the usual crowds of customers. A 
subsequent survey in February, 
1938, showed that public opinion 
had changed, and this shift was 
credited to the wide publicity given 
to chain efforts to help farmers by 
moving surplus crops. 

Mr. Wood, who has been associ- 
ated with Elmo Roper in the con- 
ducting of Fortune studies since 
their inception in July, 1935, de- 
clared that the technique used had 
perfected through some 15 
vears of marketing research work 

advertising agencies. 


peen 


Necessity Begets Invention 


terviewers who receive about $6 a 
day plus expenses when working. 
Each representative averages 22 in- 
terviews a day. Field work takes 
about ten days. Most of the inter- 
viewers are employed by Mr. Roper 
on other research studies. Only 
about two out of every 100 people 
refuse to grant an interview. 

One of the difficulties encountered 
in’ measuring public opinion, Mr. 
Wood revealed, is to avoid posing 
“loaded” questions which imply 
prejudice. To ask “Do you think 
President Roosevelt is leading this 
country to ruin?” would be changed 
to “What do you think of President 
Roosevelt’s policies?” 

Little things can upset the ac- 
curacy of a poll. Mr. Wood related 
how a study on radio set ownership 


Fortune got into the business of | 
measuring public opinion through 
ck door. The first survey was 
trictly a market study to determine 
sales volume figures needed for a 


eS ft 


facturer had refused to divulge. It 

s found that public opinion could 
be measured just as accurately as 
ales volume, and since the number 
rket subjects is limited, the 

’ has increased its opinion 
The speaker revealed that For- | 
ine’s methods vary little from the | 
em used by Dr. George Gallup 
in his American Institute of Public 
Opinion. Both place major impor- 
tance on the accuracy of the cross 
section sample interviewed. This is 
easier today, according to Mr. Wood, 
than it was in 1935, because income 
statistics are more generally avail- 
able than before. 

Fortune used to conduct 3,000 in- 
terviews for each survey, but the 
number has been raised to 5,000. 
The increase was decided upon not 
because it would materially aid ac- 
curacy of the national poll but be- 

it would enable interviewers 
to get a more representative opinion 
nN sparsely populated sections. 

The field force, under the direc- 
‘ion of Mr. Roper, consists of 50 in- 


cause 


The BALTIMORE 
Station that ranks 
“FIRST IN 
SHOWMANSHIP” 


Call on us for spot program ideas 


MTIONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


Newsweek TH 


~~ 
“2 


had to be discarded because émter- 
viewers naturally visit better grade 
homes. Since the proportion of 
homes visited which had electric 
power, was higher than the national 
average, the number of radios re- 
ported was also too high. 

Fortune apportions its interviews 
in this way: 10 per cent to the 
“prosperous” class; 30 per cent to 
the upper middle class: 40 per cent 
to the middle class, and 20 per cent | 
to the lower bracket. Census clas- | 
sifications are used, except that the | 
New England and Middle Atlantic | 
districts are lumped together. Half 
of those interviewed are men and 
half women, half between 20 and | 
40 and half between 40 and 60. 

From 25 to 30 questions are the | 
most that can be handled in one 


WATCH 


ace audience. 


survey. Most interesting questions 
are put first. A Fortune committee 
suggests questions to Mr. Roper, 


and all are tested on a small scale 
before being asked nationally. 


Includes “Don’t Know” Answers 


Mr. Wood declared that one of 
Fortune’s contributions to the busi- 
ness of surveying public opinion 
was the inclusion of “don’t know” 
answers. In most surveys, these 
answers used to be discarded, but 
now they are widely used, and are 
often the most revealing feature of 
a study. Several years ago people 
showed little interest in foreign af- 
fairs, but this attitude has under- 
gone a pronounced change and the 
proportion of “don’t know” answers 
to such questions has dropped. 


NEWSWEEK 


around a billion and a half dollars. 


of men and women they influence. 


E MAGAZINE 


SIGNIFIC 


Ziff-Davis Adds Four 

Ziff-Davis Publishing Company 
has added to its New York staff 
Douglas B. McIntosh as Eastern ad- 
vertising manager; B. Carl Cape- 
hart, advertising manager of Pop- 
ular Aviation; Walter H. Carson, 
advertising manager of Popular 
Photography, and J. E. Caldwell, on 
the Eastern advertising staff of 
Popular Aviation. 


Veit Named Chairman 


Ivan Veit, promotion manager of 
the New York Times, has been ap- 
pointed chairman of the National 
Newspaper Promotion Association 
convention committee by Ken Ma- 
son, president of the association. 
The convention will be held in New 
York during the week of April 23. 


THERE IS SIGNIFICANCE IN NEWSWEEK’S JANUARY 
GAIN OF 7]% IN ADVERTISING LINAGE. IN ADVER- 
TISING REVENUE, NEWSWEEK’S GAIN IS ]()4%. 


These impressive increases supply striking testimony to the fast- 
growing recognition among advertisers, of the merits of Newsweek’s 


Currently, Newsweek’s circulation is running above 330,000 think- 
ing, articulate families . . . with an annual purchasing power of 


And because more than two-thirds of Newsweek’s readers are busi- 
ness executives and professional people, leaders in their communities, 
Newsweek’s readers offer advertisers an immeasurable bonus market 
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Angelo J. Rossi is one of the 
really great municipal execu- 
tives of our time. The Mayor of 
San Francisco says, “Liberty's 
articles on national and inter- 
national affairs are always in- 
teresting, and well worth every 
minute I spend reading them.” 


Ernie Smith, sports commentator, is a 
former champion swimmer, Olympic 
water polo man, and ace sports writer for 
the San Francisco Examiner. His voice is 
known wherever fans listen to baseball 
and football. Ernie Smith says, “Liberty 
moves fast—it has plenty of punch, 
whether it’s sports or world affairs.” 


Ernest Ingold is one of the larg- 
est Chevrolet dealers in the coun- 
try, sold over 4,000 cars in 1937. 
An enthusiastic reader of Liberty, 
he says ‘I read Liberty thoroughly 
—from Mr. Macfadden’s editorial 
inthe front clear through to Editor 
Oursler's page in the back.” 


Felix S. McGinnis is vice-president in charge of all passenger traffic for 
the Southern Pacific Company—both railroad and steamship lines. Through 
his familiar signature, which appears on all Southern Pacific tickets, he is 
known to millions of travelers all over the world; and by reputation to all 
railroaders and all San Francisco. ‘My time for reading magazines is limited,” 
says Mr. McGinnis. ‘But Liberty's varied bill of fare, and posting of reading 
times for each article, makes it interesting and convenient for me to read.” 


- : ° a . 


Frank J. (Lefty) O’Doul, ex-major 
league baseball star, now manages the 
San Francisco Seals—the club that gave 
the Yankees Joe DiMaggio. Says the 
mighty Lefty, “Any sports fan worthy of 
the name can't ignore Liberty's bril- 
liant sports articles—particularly those 
pieces by my protege— Joe DiMaggio.” 


Dan E. London is manager of 
the St. Francis Hotel, one of the 
most famous in the world, ranking 
with the Plaza, Claridge’s and 
Shepherd's. Mr. London likes Lib- 
erty for ‘the human interest stories 
like The Boy Who Shot His Father— 
and the editorials, of course.” 
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SAN FRANCISCO 


ESCRIBING San Francisco is like 
D trying to paragraph Paris, New 
York, or London. San Francisco is an- 
other “world city”—a place of intense 
local character coupled with a natural 
cosmopolitan air. People who travel 
much are instantly at home in this city 
by the Golden Gate. It has that feeling 
of freedom and well-being found only 
in those fortunate cities whose culture 
has been created and tempered by con- 
tact with many lands. 

San Francisco is moulded ot many 
times and peoples. A romantic past col- 
ors even the everyday present: The Nob 
Hill cable car pushed round the turn- 
table with the passengers helping. The 
glow of headlights on the great red 
bridges that sweep across the Bay and 
the sunset Gate. The whistles of white 
liners coasting in under a slow bell. The 
smell of low tide and spices along the 
Embarcadero; the lift of waves on the 
western boundary beach. Quarter-tones 
of Chinese talk before a gilded goddess. 


The sound of music in the Bohemian 
Club as San Francisco Symphony men 
drift in and tune up, to play informally 
for sheer love of music. 

It isn’t size that makes a city big, it is 
manner—the way its people live their 
lives. Californians advertise,““The Chap- 
ter in Your Life Entitled San Francisco,” 
but it would take a bookshelf to encom- 
pass the varied life of this great city. 

These words and pictures, to para- 
phrase the Californians, make but one 
chapter in the life of San Francisco. 
This is also a chapter in the life of 
Liberty. For here are some of the people 
who stand for this city and who read 
this magazine. 

Liberty is proud to point to San Fran- 
cisco as a measure of its own signifi- 
cance, its own vitality. It is no coinct 
dence that wherever people are free t0 
live fully, Liberty’s ratio of readers (0 
population stands high. This is the kind 
of living Liberty stands for; this is the 


kind of magazine San Francisco likes. 
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Frank Barrett, of Barrett & Help, is one of the big- 

st construction engineers on the Pacific coast. Two 
of his firm’s masterpieces are the Golden Gate Bridge 
and the San Francisco-Oakland Bay Bridge—world’s 
longest. A regular reader of Liberty, Mr. Barrett says 
“] like to relax with Liberty, with stories like that I 
Flew in the Spanish War, and some of those swell de- 
tective yarns you regularly publish.” 


Hon. Florence P. Kahn, congresswoman, 
took up where her famous husband, Julius 
Kahn, left off when he died. Mrs. Kahn is 
widely known throughout the West as a civic 
leader, and stateswoman. “Naturally, I read 
Liberty’s political articles,” she says. “But 


William M. Coffman is Pacific States 
Manager of Underwood-Elliott-Fisher 
Company. Widely known in San Fran- 
cisco, he is a past Potentate of Islam 
Temple (Shriners), and Managing 
Director of the Shrine (East-West) 
Football Game, played in San Francisco 
each New Year’s Day. ‘““Traveling two- 
thirds of my time,” says Mr. Coffman, 
“makes Liberty even more necessary to 
me. Its content always appeals to me.” 


Fred W. Pabst is North California 
Manager of Don Lee, Inc., exclusive 
Cadillac-LaSalle distributors for Cali- 
fornia, and owners of the Don Lee 
radionetwork. Mr. Pabst, identified with 
many San Francisco activities, is past 
president of the Automobile Dealers’ 
Association and director of the Cham- 
ber of Commerce. In Liberty, he finds “a 
great range and variety of editorial con- 
tent—timely, and packed with interest.” 


Leland Cutler is president of the 
Golden Gate International Exposition, 
president of the board of trustees of 
Stanford University, and active head of 
his own insurance business. “I like 
Liberty,” says Mr. Cutler, “because it 
gives me fresh and readable interpreta- 
tions of the changing American scene 
in convenient form. I like it for its un- 
biased editorial policy, and its generally 
sound position on national affairs.” 


John O. Gantner is president of Gantner & Mattern, 
creators of “Wikies” swim trunks. Known to thou- 
sands all over the world through his product, Mr. 
Gantner is no stranger to San Francisco—where he is 
a prominent figure in business and social circles. Of 
Liberty, which he regularly reads, he says “It’s a maga- 
zine for clear-thinking people—filled with interest, and 
the good common sense so badly needed these days.” 


Pierre Kocel, proprietor of Pierre's 
—famous San Francisco restaurant. 
Pierre is famous for his Clam Gourmet 
and French pancakes, and to cafe 


Edwin Grabborn needs no 
introduction to collectors of 
first editions. One of the coun- 
try’s foremost printers and de- 


I'm just as interested in the short stories.” 


Scene of the 1939 Golden Gate International Exposition is Treas- 
ure Island, which will later be converted into a permanent air- 
port close to the city. That's the approach to San Francisco- 
Oakland Bay Bridge strung across the foreground of the photo. 


Photo Roberts & Roberts 
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This Oriental Tea Garden is the gift 
of an emperor. San Francisco is made 
up of 30 nations, has the largest Chi- 
nese population outside the Orient. 


Photo Californians, Inc. 


signers of fine books, he has 
received more awards from 
the American Institute of Gra- 
phic Arts than any living 
printer. Mr. Grabhorn says, 
“There’s always something oud 
that catches me in Liberty— i saad 
like those Ernest Lindley arti- | 

cles on President Roosevelt.” 


society his is one of the really great 
restaurants of the world. Pierre says 
“Like my Clam Gourmet, Liberty can’t 
be beat—I always read the inside sto- 
ries about famous celebrities.” 


Photos especially taken 
for Liberty Magazine 
by Ansel Adams 


Joseph S. Thompson is 
past president of the Bo- 
hemian Club, one of 
America’s most famous 
men’s clubs. Brother of 
Kathleen Norris, Mr. 
Thompson is well-known 
in literary circles, and is a 
famous toastmaster. “I like 
many things about Liberty, 
but one which always gets 
my interest is Twenty 
Questions,” 
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ADVERTISING AGE 


February 13, 1939 


Sales Rise of 
25% Seen for 
Warner Corsets 


Chicago, Feb. 8.—The spring cam- 
paign for the Warner Brothers 
Company of Bridgeport, Conn., 
maker of corsets and brassieres, will 
break here this Sunday with copy 
in the Chicago Tribune, two weeks 
prior to release of copy in 65 other 
newspapers scheduled. 

This was disclosed here today by 
Daniel McFaull, sales manager of 
the Chicago area, who, with other 
company executives, was host to 
175 department store representa- 
tives at a “school” devoted to ad- 
vertising, selling and fitting prob- 
lems. Similar ‘schools’ are cur- 
rently being held in Dallas, Boston, 
New York and San Francisco. 

Predicting a 1939 sales increase 
ranging from 20 to 25 per cent, Mr. 
McFaull said that the new campaign 
will feature “The Woman of To- 
morrow” and will emphasize that, 
with large sums being expended an- 
nually by women for cosmetics and 
clothes, equal consideration is due 
figure perfection. 


| and bi-weekly in others. Space size 


| considerable control over the type 


a weekly basis in the larger cities | 


will average three columns by 12 
inches. The newspaper drive will | 
run until May. Magazine copy is| 
on a 12-month basis in Good House- | 
keeping and Vogue. 

Warner Brothers used its first co- | 
operative copy 30 years ago, Mr. 
McFaull said, and has always made | 


Mosher win 
this * ,;OO"" 


and welll go 


onda ‘J | 


Viypine Spree \ 


this type of promotion pay divi- | 

dends. It will be continued as here- | wei -tpcirg on 1300 meth ot bemitel ings TD Chaney, « 
4 4 | my «© Greme oe mm ame “ 

tofore with the company exercising| * "em. oe” FASS: 


and style of copy used by the de- 
partment store. The company also 
insists that its products be sold in 
certain price ranges, although it has | weak 
not offered contracts under the fair oper 


trade laws. reaetsce g4 ane | 
J. C. Bull, Inc., New York, is the oa ag 

agency. Vanta Garments 
despair tens esa er i | 


Hickerson Forms Agency 
J. M. Hickerson, formerly account 
executive and copywriter with Lord 
& Thomas, New York, and previ- 
ously with the General Electric| = = 
Company, Cleveland, and the Miller ° 
Company, Meriden, Conn., has es- Opens N. ¥e Office 
tablished an advertising agency| South African Publications 
with offices at 480 Lexington ave-| been started at 230 Park avenue, 
nue, New York. Frank B. Ziehl,, New York, to represent the Afri- 
formerly secretary-treasurer of the| kaans group of newspapers: Die 


This copy in national magazines will in- 

troduce a new limerick contest for Vanta 

baby garments by Earnshaw Knitting 
Mills, Boston. 


has 


About 50 per cent of the news-| Amsterdam Agency, Inc., New York,| Vaderland, Die Suiderstem and Die 
paper copy will be rotogravure, he| has joined the new agency as sec-| Brandwag. 
| charge. 


added, with insertions scheduled on | retary. 
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The “Learner Borrie” Inw in Kent—mentioned in “The Pickwick Papers” 


England buys from America 
more than half the total bought 
by the rest of Europe 


The following questions 


and answers may help 
you in building your 
English sales... 


«) 


Yuestion: Is the average Englishman 


richer or poorer today than he was in 
the **hoom vear 1020F 
Answer: Considerably richer. Krom 
, 
Ig2g to 1g3 the averave vVveariv 1n 


come per head in Great Britain rose 


from $462 to $<g8 — while the cost of 
the necessities of lite fell by 
the U.S.A... meanwhile, 


yearly income per head tell trom $665 


4%. In 


the average 


to $54 American exports to th 
United Kingdom in It) 3 tota 

$534,564, more than halt the 
volume bought by the rest of F-urops 


uestion Ire knelt Ah people “adver 
lising conscious’? 
Answer: They should be kor every 


head in America or 


newspaper Or magazine advertisin 


dollar spent per 


two dollars are spent in bengland. 


Yuestion: Which 


medium gives you four times 


knglish advertising 


Juestion: How is a single weekly inser- 


the COverT- tion in the Radio Time § 


MOTHERS WON'T RESIST Limerick Contest 


| 


announcement of 


age density of Life? 

Answer: The Radio Times, with a 
circulation of three million, reaches 
one English family in four. Life's two 
takes it 
American family in sixteen. 


million circulation to one 


; ; 
ulation of the 
Radio Times heavily weighted tow 
the upper end of the English income scale? 


Answer: Because it 1s read exclu- 


) } } 
Ouestion: Why ts the cir 


sively by owners of radio sets. In 


;' 
/england, radio ownership ts indicative 


of good purchasing power. The Radio 
limes goes to more than one million 
tamilies in the upper income brackets. 


RADIO TIMES 


equal to a na- 
tional advertising campaign for a week? 

Answer: An independent survey 
shows that the Radio Times is referred 
to every day in the week by go% of its 
3,000,000 subscribers. This is because 
the Radio Times is the only publica- 
tion allowed to print British radio 
programmes tor a week in advance. 

¥ * * 


If vo 


lling in England 


s 


Imerican manufacturer 


Mu are an 
and would like 
turther market facts affecting your 
product, write to the Advertisement 
Director, British Broadcasting Cor- 
poration Publications, Broadcasting 


House . Portland Plac e, W. - London. 


The English weekly magazine with a density 


of coverage four times that of Life 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000 


Milline rate, $2.46 


a new 
said to be “tuned” perfectly with 
| the 
| by 


Spurs Drive for 


Baby Garments 


Boston, Feb. 9.—A limerick con- 
test with cash and merchandise 
awards will key the spring adver- 
tising campaign of Earnshaw Knit- 
ting Mills in behalf of Vanta baby 
garments. The drive, which will 
get under way next week in four 
magazines, will culminate with the 
prize winners 
during Baby Week, May 1-6. 

Publications that will carry Vanta 


copy include Good Housekeeping, 
Ladies’ Home Journal, Life and 
Parents’. H. B. Humphrey Com- 


pany is the agency in charge. 


Entrants in the contest will 


qualify through the purchase of one 
dollar’s worth of merchandise. The 
cooperation of dealers and their 
employes will be encouraged by 
means of additional 
matching those for consumers. 


cash prizes 


Agency for Verti-flex 


Verti-flex, Chicago, has appointed 
Edward L. Sedgwick Company, 
Chicago, to direct advertising for 
type of vertical antenna, 
new vertical radiators in use 
Magazines, newspapers, radio, farm 
papers and direct mail will be used. 


| Douglas M. Smith is account ex- 
| ecutive. 


MacNair Shifts 


Van MacNair has resigned as sec- 


retary and treasurer of Morse Inter- | 
national, New York, to become di- | help , 
rector of promotion for the Hall of |timely and effective copy are in- 
— at the New York World’s | cluded in the calendar. 

air. 


Sam Smith in Denver 


Sam K. Smith, head of the former 
Pittsburgh agency, Sam K. Smith 


& Associates, has been named ex- 
ecutive vice-president of the Con- | Prospective 


vention and Visitors’ Bureau, Den- 
ver. 


Aikinson Gets Hotel 


Hotel Lincoln, New York. has ap- 
pointed Harry Atkinson Advertising 


Agency, New York, to direct its ad- 


vertising. 


Ross Federal Moves 


Ross Federal Service and Ross 
Federal Research Corporation have 


| moved their executive offices to 18 


E. 48th street, New York. 
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Promotion 
Review 


Parents’ Magazine is pushing the 
slogan, “Give Your Child an Easter 
Present,’ with stickers, electros ang 
cardboard displays for use by ip. 
fants’ and children’s wear depart- 
ments and toy departments of de. 
partment stores and children’s spe. 
cialty shops. 


“Radiopolis” is the newest word 
on the promotional front. It has 
nothing to do with Indianapolis, but 
instead “is the vast area served by 
WBZ and WBZA,” NBC Boston out- 
lets. The word is featured in an 
attractive broadside just published 
by the stations. 

* x * 

An exceptionally attractive bro- 
chure, “The Amazing Case of Kitty 
Collegebound,” tells the story of the 
Ladies’ Home Journal promotion of 
college girls’ clothes in its August 
issue, and the merchandising coop- 
eration which this feature attracted 
from retail stores throughout the 
country. 

The Philadelphia Inquirer’s 1939 
‘calendar is designed to do more 
‘than merely tell what date and day 
| it is—each day carries a brief nota- 
|tion of historical or current events, 
|many of which are of interest, es- 
|pecially to local advertisers, in 
| Planning special copy or taking ad- 
| vantage of special events. All sorts 
of bits of information which might 
retail advertisers develop 


| 
& 


| 


| Did you ever see a tung nut? The 
|Pensacola News and Journal have 
sent out samples of these nuts which 
|yield the valuable tung oil to 
advertisers. Tung oil 
has been coming from China, they 
| say, but it’s getting a little difficult 
ito get it. Hence, the owners of the 
| 3,000,000 tung trees in the Pensacola 
larea are enjoying themselves im- 
mensely, and of course are buying 
more of what you have to sell. 


DMAA Sets Date 


Direct Mail Advertising Associa- 
tion wiil hold its annual convention 
Sept. 27-29 at the Roosevelt Hotel, 
New York. 
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Pickefing of 
Advertisers Held 
Outside of Law 


Chicago Court Grants 
Injunction to Hearst 
Newspapers 


Chicago, Feb. 7.—A temporary 
injunction restraining Chicago 
Newspaper Guild,, Local 71, Amer- 
ican Newspaper Guild, from picket- 
ing retail advertisers was issued in 
Superior Court here today by Judge 
Grover C. Niemeyer. The union has 
peen conducting a strike against the 
Chicago Evening American and 
Chicago Herald and Examiner. 

The injunction granted on peti- 
tion of the two Hearst papers also 
enjoined the Guild from attempting 
to induce newspaper distributors to 
violate their contracts with the 
publications, and fixed a maximum 
of two pickets at each entrance to 
the Hearst plant. Edward G. Woods, 
counsel for the papers, charged that 
50 or more pickets had been pres- 
ent at some time daily since the 
strike was inaugurated Dec. 8. 

Merrill C. Meigs, publisher of the 
American, announced at the same 
time that the newspaper has nego- 
tiated a new contract with the Chi- 
cago Editorial Association, Local 
21690, American Federation of La- 
bor. The Herald and Examiner 
signed a contract with the AFL unit 
three weeks ago. 


Precedents Are Cited 


Judge Niemeyer said that courts 
in Illinois and other states have 
definitely established the principle 
that intimidation of advertisers, by 
threats or otherwise, is illegal in a 
strike against newspapers. Even) 
were this not the case, decisions | 
striking at disturbance of contracts 
between newspapers and sources of 
supply would indicate the same rul- 
ing, he said, since advertising is as 
vital to the existence of a publica- 
tion as paper and ink. The petition 
of the Hearst papers for damages to 


be fixed by the court as a result of 
Guild activities among its adver- 
users, will receive consideration 
later. 

The newspaper petition named | 
Marshall Field & Co., the Bond| 
Clothing Company and others as| 


) establishments where picketing had | 


ae 7 wy 


ated 


» taken on the aspect of an armed) 


invasion, with crowds of strikers 
and sympathizers congregating 
Within the store and using both 
banners and voices to intimidate | 
shoppers. 


Takes New Angle 


The Guild’s intervention between | 
the newspapers and its retail adver- 
Users began recently after attempts 
had been made to induce national 
advertisers to withhold their pa- 
tronage from the dailies. Most of 


the national advertisers took the 


» Position that they are not interested 


part 


Robert Barry, director of 
ublic relations, National Distillers | 
roducts Corporation, told the strik- | 
Ss that they were treading on dan- 
eerous ground. 
Most of the arguments before | 
Judge Niemeyer centered on the al- | 
‘ged imperfection of the petition, 
v ‘ch five attorneys for the strikers 
Neld was too general in its terms to 
eet the law’s requirements. The | 
urt dismissed this argument and | 
“vited the counsel to quote legal 
vrecedents against issuance of an 

in. When they were unable 
‘uce such decisions in parallel 

announced he would grant | 
unction to prevent further 

to interests of the newspa- 
nd their advertisers. 


p 


Named Duplex Sales Head 


no: H Henderson, export manager, 
~ alr a Duplex Razor Company, 
suc, Conn., has been appointed 

Sales manager in charge of 
ra. the Durham duplex and 
ae speed razors, Wade & 
*r cutlery and the Duplex dog 


ne 


er 
ane! 


Deg 


New Hampshire 
Liquor Copy Code 
Hit by Newspapers 


Concord, N. H., Feb. 8.—The State 
Liquor Commission this week had 
before it a vigorous protest submit- 
ted by advertising managers of 
New Hampshire newspapers, ob- 
jecting to current censorship of 
liquor copy. It was pointed out that 
newspapers and magazines from 
other states, whose total circulation 
far exceeds that of New Hampshire 
papers, violate many of the com- 
mission’s rules while that body is 
legally powerless to interfere. 

As a result of the liquor body’s 
regulations, the advertising men as- 
serted, New Hampshire papers last 


=“. 
© 


year lost 47 per cent of the liquor 
linage they carried in 1937. 

Members of the commission in- 
vited the newspapers’ representa- 
tives to submit written suggestions 
of proposed changes in the adver- 
tising code and to confer with the 
commission in studying the matter 
further. 


Cullen-Roberts Added 


Thomas Cullen-Roberts, formerly 
with Albert Frank-Guenther Law, 
New York, has joined Overseas 
Trader, New York, as sales promo- 
tion manager. 


Atkinson Leaves Buchanan 


Cc. J. G. Atkinson has resigned as 
secretary of Buchanan & Co., New 
York, to become vice-president of 
Harry Atkinson, Inc., New York. 


Yardley Budget Up 


Yardley & Co., Lendon, will in- 
crease its advertising appropriation 
this year one-third over that for 
last year. The expanded program 
will include four-color pages and 
half-page black and white in wom- 
en’s magazires and insertions in 


newspapers in 31 cities. N. W. 
Ayer & Son, Philadelphia, is in 
charge. 


Doremus Elects Two 


Louis W. Monro of Boston and 
Henry W. Grady of San Francisco 
have been elected vice-presidents of 
Doremus & Co., New York. Mr. 
Monro has been with Doremus since 
1924. Mr. Grady was formerly on 
the news staff of San Francisco 
Chronicle and has been manager of 
Doremus’ San Francisco office since 
1929. 


Industrial Advertisers 
Plan Regional Meeting 


An Eastern regional conference of 
National Industrial Advertisers As- 
sociation will be held March 15 in 
Newark, under the guidance of 
Industrial Marketers of New Jersey. 

Cyrus S. Ching, director of indus- 
trial and public relations for United 
States Rubber Company, and Merle 
Thorpe, publisher of Nation’s Busi- 
ness, will be the principal speakers. 


New Agency Formed 


Anderson Hall, Inc., has been 
formed to conduct a general adver- 
tising business with offices at 1775 
Broadway, New York. Incorpora- 
tors are Joel M. Lieberman, 270 
Broadway, New York; Milton W. 
Sametz, 1735 Ocean avenue, Brook- 
lyn, and Myron M. Behrman, 117-01 
Park Lane South, Kew Gardens. 


On the newsstands where for ten 
months as a 25¢ fortnightly it has 


outsold, issue for issue, any news 


magazine, Ken goes weekly at 25¢ 


per copy or $13 per year, thus reso- 
lutely sifting out all but the biggest 
spenders, making it America’s most 


rigidly selective medium. 
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Television at 
Least Five Years 
Off, Says Lohr 


New York, Feb. 7.—Commercial 
television is still at least five years 
away, according to Major Lenox 
Lohr, president of the National | 
Broadcasting Company, who added | 
this week that it would be logical 
to raise this figure to 50 years bY | ru 
basing the estimate on the experi- 
ence of the British Broadcasting 
Corporation. 


television several years. 

With respect to the cost of tele- 
vising broadcasts, the NBC presi- 
dent revealed that the network is 
planning to approach the American 
Federation of Musicians, the Amer- 
ican Federation of Radio Artists, 
and similar organizations with a 
separate and lower scale than that 
now prevailing for regular radio 
broadcasting. 

Major Lohr branded as false the 
mor that either NBC or 
|Corporation of America might set 
up a separate television corporation. 
Such a move would be far too ex- 

The latter induced the public to| jensive at the present time, he said. 
buy television receivers at the rate | wRBc will continue to handle televi- 
of 2,000 a year during the first two sion, but steps are being taken to 
years the sets were offered. If it be) ake possible a shift to a separate 
assumed that Americans would buy | television unit when and if the need 


at a ten times greater rate, that ‘arises. 
would mean only 20,000 sets per | 
year. If sponsored television de-| 


pends upon the sale of 1,000,000 re- | Goodwill to Ray 

ceiving sets, it might take 50 years | Goodwill Industries, Los Angeles, 
for television to become an — a oe bp Raggy sehen ——_ 
is di . wit owar ay Agency, Los An- 
a eels geles. Newspapers and radio will 


Lower Costs Sought be used. 


| 
Major Lohr placed the figure at| Furs to Cumming 


five years despite these figures be- | ne a ; Bag ; 
cause he expects abnormally rapid | Eileen Cumming Associates, New 
York, has been appointed advertis- 


sive production costs will hold back | Barry Elected Chairman 


seid | 
‘Morley Advanced | 
Radio | 


| 
New York) 
Chemical | 
Works, has been elected chairman, | 
and Ralph E. Dorland, eastern sales 


William D. Barry, 
manager, Mallinckrodt 


manager, Dow Chemical Company, 
vice-chairman of the Drug, Chem- 
ical and Allied Trades Section of | 
the New York Board of Trade. Mr. | 
Barry, formerly vice-chairman, suc- | 
| ceeds the late Charles E. Kelly. 


| 
J. Kenfield Morley has been ap- | 
pointed president of Advitagraph 
Corporation, Chicago manufacturer 
| of continuous motion picture sound 
|and silent projectors. He was for- 
merly vice-president and general 
| sales manager. 


‘Huber Appoints Agency 
| J. M. Huber, Inc., New 
| manufacturer of printing inks, dry 
colors, varnishes and carbon black, 
has appointed Bermingham, Castle- 
man & Pierce, New York, as adver- 
tising counsel. 


Stitt Changes Post 

Philip H. Stitt has resigned as di- 
rector of promotion and publicity 
|for the New York Employing 
| Printers Association, to direct pub- 


development in this country. He} ing agency for Gunther, New York | licity for the National Graphic Arts 
emphasized, however, that exces- | furrier. Expositions, Inc. 


SACRAMENTO BEE 


MONG America’s first 35 mar- lies can be reached ONLY by the 


kets Inner California ranks BEE newspapers* ... Sacramento 


4th in TOTAL per capita retail Bee, Modesto Bee, Fresno Bee. 


sales... well above the national The highest obtainable coverage 


average forall citieslargeorsmall. from all other daily newspapers 


The top 60% of these buying fami- distributed from other metropoli- 


| tan centers is less than 20% . Take 
How United States Trading Areas the ** Bee-Line’’ to bigger business in 


| Rankin Population and Retail Sal > 7: . 
| "t aaa i gai bis Inner Calijornia where people buy 


Rankin Rankin 

New York ° e ° e ‘| . a ' more. *Plus a Stockton newspaper 
| Chicago. . 2 2 

Philadelphia 5 3 MERCHANDISING 

LosAngeles ... 4 i 

Boston “ir ae 5 oe 5 SERVICE 

Detroit . a a S 6 e ms os : - 

San Francisco ae. . 9 The “Bee Newspapers maintain 

Pittsburgh ear ay — , 

St. Louis apo Se a a top rank merchandising service 

Twin Cities ree | : . . : : 

Clselans a. Slee comparable to the best in the 

\ ee D.C. . 12 22 nation. For details write to the 

Milwaukee. . a BS ew co : 

Baltimore . 14 . 15 Sacramento Bee. 

Cincinnati 15 oe i 

Buffalo. . 16 . 14 ’ 

INNER CALIFORNIA 17. 18 INNER CALIFORNIA'S 

Providence a 16 ONLY COMPLETE RADIO COVERAGE 

Kansas (¢ . Ge : : . 

eee de (Ore a OSe a 80°, of the radio families of Inner 


Calitornia ... which can not be cov 


FRESNO BEE 


ER CALIFORNIA 


MODESTO BEE 


ered adequately by San Francisco or 
Los Angeles stations . . . listen regu- 
larly to these MCCLATCHY STATIONS: 
KFBK Sacramento + KWG Stockton 


K MJ Fr mo _KERN Bakersfe ld 


_KOH Re no, Nevada 


McClatchy Broadcasting Co. Stations 
represented nationally by the 
Paul H. Raymer Company 


New York - San Francisco 


Svactamunl Fresno Necktie 


Chicago + Detroit - 


JAMES McCLATCHY PUBLISHING CO. 


Notional Representatives 


O'MARA & ORMSBEE INC 
NEW YORK + CHICAGO + BOSTON + DETROIT 


ATLANTA + SAN FRANCISCO + LOS ANGELES 


York, 


| DEPARTS FROM CONVENTIONAL LEG GLAMOR 


a 


“The gir 
said-les! 


y RERKSHIRE 


Pe 


Ea\ 


£3 


“I've become pretty sheprical 
about stockings. When | chor 
Tusually pur the salesgirls throu, 
a thorough questioning The 
didn't like it. 

Berkshire store.” 


until | visited » 


“When I asked this salesgir! if Berkshire Stockings were 
flatteringly sheer, she said, definitely, ‘Oh, yes!’ Wher 

inquired if they had longer wear, she replied, Yes, indee 

She seemed su sere, thar | hecame hopeful that thes 
might be my brand of stock- 
ings, Cautiously, 1 ordered 
two pairs.” 


“They were my stockings! They suit every 
tequirement: extra sheerness, extra wear 
extra elasticity, extra reinforcements. Now 
thet salesgirl has my standing order f 


BERKSHIRE STOCKINGS 


ies ; 
identitying them os 2, 3, or 4-thread. 


ENITTING MILLS READING 


Subordinating the usual leg appeal that marks most feminine hosiery copy, Berkshire 

Knitting Mills, Reading, Pa., will feature conversational headlines with copy in a 

light vein in a campaign scheduled for Good Housekeeping, Harper's Bazaar, 

Photoplay and Vogue this spring. Several business papers are also on the schedule. 
Geare-Marston, Philadelphia, is the agency. 


Aspiring Novices 
Seek Work via 
Inventory Plan 


St. Louis, Feb. 9.—Under the di- 
rection of Maurice A. Tiemann, 
Phelan-Faust Paint Company, the 
Junior Advertising Club of St. Louis 
has launched one of the most scien- 
tific campaigns ever devised to sell 
the services of members. 
developed by Mr. Tiemann as chair- 
man of the employment committee, 
provides for an _ elaborate and 
accurate personal inventory of 
every member who is seeking em- 
ployment, followed by _ psycho- 
logical tests to determine the type 


of work for which he is best 
qualified. 
Mr. Tiemann then contacts ad- 


vertisers and others with reminder 
cards designed to induce them to 
call on the club when vacancies oc- 
cur. The plan is presented to pros- 
pective employers as “Matching 
Men with Positions.” 

The new technique has aroused 


considerable enthusiasm among sea- | 


soned St. Louis advertising men, 
who have pledged their cooperation 


Retailer Forum Planned 


A Retailers’ Forum, to consider 
the question of whether or not com- 
bination deals are beneficial to the 
consumer, will be held on Tuesday, 
Feb. 21, at the Hotel Commodore, 
New York, under the auspices of the 
Drug, Chemical and Allied Trades 


| Section of the New York Board of 


The plan. | 


Trade. 


Gets Solon Palmer 


Moser & Cotins, Inc., New York, 
has been appointed to handle the 
advertising of Solon Palmer, New 
York perfume and cosmetic house 
Noreen Crane is account executive 


Kahn Gets “Forward” Post 

Alexander Kahn, legal adviser to 
the Jewish Daily Forward, New 
York, has been named general busi- 
ness manager succeeding the late 
B. Charney Vladeck. 


L&T Adds Spence 


A. W. Spence, Jr., formerly in the 
advertising department of the Inter- 
national Nickel Company, New 
York, has joined the copy depart- 
ment of Lord & Thomas, New York 


to Mr. Tiemann and the junior club. | 


G. Gordon Hertslet, vice-president, | 


Anfenger Advertising Agency, said 
that it represents the first scientific 
approach to the problem of helping 
young men find themselves, and 
that it will also simplify life for em- 
ployers, who have found the trial 
and error method a source of tribu- 
lation. 


Mrs. Kieffer 
NARG Secretary 


Rose Marie Kieffer has been ap- 
pointed secretary of the National 
Association of Retail Grocers, Chi- 


cago 
Mrs. Kieffer, who has been assist- 
int secretary, succeeds Theodore 


Christianson, 
Minnesota, 


former 
resigned 


governor of 


Cough Drops on Radio 
Kress & Owen Company, 
York, will promote its new product, 


Glyco-Thymoline cough drops, 
through radio spot announcements 
in the metropolitan area. Peck Ad- 


vertising Agency, New 


dles the account 


York, han- 


New | 


“SAYS THE'BIRD WHO KNOWS. 


WHOOSH! THis BIG 
NEBRASKA AND SOUTH- 
WESTERN IOWA MARKET 
1S HEAVY WITH ABOVE 
AVERAGE BUYING POWER 


PICK IT OFF -QUICK- 
WITH ONE NEWSPAPER- 
oe MA H A 


World-Herald 


Netn'l Advertising Reps: O'MARA & ORMSBEE, * 
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farnings o f Drug Store of | GLIMPSE INTO THE WORLD OF TOMORROW _ te store will be confined to wall 


wher he use of rod- 
Tomorrow to Have ucts will be Samieae and - cir- 
Advertisers Unique Features _ 

Flintkote Company 


|cular displays under glass in the 

|floor of the store. Products will not 

| be displayed on shelves, but in glass 

New York, Feb. 7.—New ideas in cases which will be part of the sales 

: point-of-sale display will be an im- |counters. Show cases will be for 

Net profit for the year ended Dec.| portant feature of the “drug store | display only, and merchandise for 

3}, 1938, amounted to $811,818, com- 'of the future,” which will constitute | Sale will be wrapped in advance. 

pared with $1,005,423 for the same | the Hall of Pharmacy exhibit at the | Another unusual feature of the 

period in 1937. |New York World’s Fair. Prelim- | drug store of tomorrow will be a 

: : |inary plans have just been com- |vending machine, outside the store, 

Purity Bakeries |pleted, based on a survey of drug ‘making possible emergency pur- 
Report for the year ended Dec./|stores in the metropolitan area and 
3], 1938, shows net profit of $1,170,- questionnaires’ circulated among 

963, compared with $462,567 for the | several hundred of their customers. 

year ended Jan. 1, 1938, a gain of | Gone from the World’s Fair con- 


| 
| 
| 


'chase of many types of products 
|during hours when the store is 
| closed. 


153 per cent. ception of the drug store of tomor- Three Name Bidwell 
, P row will be the crowded show win- | 
Consolidated Cigar dow of today. In its place will be | 


R. J. Bidwell Company has been 
| miniatiod Pacific Coast representa- 
|tive of the Arizona Daily Star, 
| Tucson; Review and Ore, Bisbee 


Preliminary report shows net |@ dramatized, educational display | 
profit of $844,459 for the year ended | called the parade of products, de- | 
Dec. 31, 1938, against $892,574 in|Signed to give a large number of | 


. : | Designer's conception of the drug store of the future. Highly departmentalized and Courier-Journal, Prescott, Ariz. 
1937. items equal prominence. Small fig- | with an absence of confusion, this store, which is under construction in the Hall | Bidwell’s San Francisco office has 
ures in constant motion will drama- __ of Pharmacy at the New York World's Fair, features, as keyed above: A—Animated been moved to the Central Tower 
Republic Steel tize the goods offered for sale. | window exhibit showing Parade of Products; B—Prescription department; C— | bldg. 
Net loss amounted to $7,997,825 Unesea! Dimensions | Television-telephone booth; D—Moving advertising panel in which the story of 


glass in floor; G—Set-back show cases giving equal prominence to all products; 


: i roducts will be dramatized; E—Indirect lighting; F—Advertising display under ‘ 
for 1938, according to the prelimi- The window itself will differ from | ® a , ye To Teach Ad Production 


nary report. This compares with H—Automatic vending machine outside the store for night emergency purchases. The School of Business of the Col- 
net profit of $9,044,147 in the pre-| tose now used. | Although only : : ot | lege of the City of New York will 
ceding year. . 8 y : —_— ee rr ; - i “A hold an evening course in adver- 

will be 50 feet long. Designers for ave sound accompaniment. The | of pro ucts, a moving photo-mura tising production on Tuesday eve- 
Sun Oil Company the Hall of Pharmacy are working | problem is one of directing, rather |showing manufacturing processes! nings from 6:45 to 8:25 p. m., be- 


with sound engineers to determine | than broadcasting, sounds. in the drug industry is being con- | ginning Feb. 14. The course is open 


For the year ended Dec. 31, 1938, | whether or not the display should| As a background for the parade | sidered. Advertising display within | to men and women. 


preliminary report shows net in- — 
come of $3,085,119, compared with | 
$9,544,085 in 1937. 


Inland Steel 


Household Finance T bi a) r 
Report shows net income of $6,- | 
160,913 for the year ended Dec. 31, 
‘ | 
Net income for 1938 totaled $4,- | e » e 4 
} 916,203, against $12,665,317 for 1937 make ft eir istri utors eas to in 
B) and $12,800,545 in 1936. | 


the previous year, a drop of 3.4 per | 
Minneapolis-Honeywell | 


cent 
ty For the year ended Dec. 31, 1938, | 


tributor outlets appear 
in the Classified 


m net profit was $1,003,289, compared | 
f Wit 89 999 9 j > ; 
i cear. Mier auaused te SECT ; Some concerns whose 
631 ompared wi : $ i 
d en mpare with $15,810,213 " it 5 ad tested plan trade marks and dis- 
D isass Ath | on consumer goods 
| 


Consolidated net income was $9,- 
469.931 for the year ended Oct. 31, 
1938, a drop of 36.6 per cent from 

$14,936,476 in 1937. Net sales in 
1938 totaled $79,233,797, compared | 
$100,399,710 in 1937. 


Acme Steel Co. 
Anchor Post Fence Co. 
Baroid Sales Co. 
Barrett-Cravens Co. 
Boston Gear Works Inc. 


E. I. du Pont de Nemours 


Preliminary report shows net in- | 
come of $50,190,827, against $88,- 


031 


1,943, a decline of 43 per cent. 


General Cigar Company 

Report for the year ended Dec. | 
1938, shows net income of $1,-| 

207,181, compared with $1,673,930 in | 

the preceding year. Gross sales to- 
ed $20,154,403, against $21,723,666 


n 1937. 


21 
ol 


Cyclone Fence Co. 
Globe Steel Tubes Co. 
Hewitt Rubber Corp. 
Jones & Laughlin Steel Corp. 
Lewis-Shepard Co. 
Muskogee Iron Works 
Nutting Truck Co. 
Page Fence Association 
Wickwire Spencer Steel Co. 
Yale & Towne Mfg. Co. 


Benson & Hedges 
Report shows net profit of $105,- 
+9 for the year ended Dec. 31, 1938, 
red with $68,500 for 1937, a 
gain of 53 per cent. Sales amounted 
>1,267,824 for 1938. 


: Westinghouse 


necome for 1938 was $9,052.,- | 
gainst $20,126,408 in 1937, a| 
e of 55 per cent. 


General Motors 


minary report shows net in- 
! $102,320,000 for 1938, com- 
th $196,436,598 in 1937. 


Goodyear of Canada 
rotit totaled $2,228,879 for 
ended Dec. 31, 1938, 
$1,364,347 in 1937. 


Po: 


Wah! Company 
' amounted to $77,475 for 
ended Dec. 31, 1938, com- 
th net profit of $47,945 in . : aa \ isi i 
sales totaled $1.970.218 you can increase sales if your prospects know “Where to reduced ... advertising made more productive. 
52,492,833 in 1937. , 


HETHER you produce heavy goods or consumer goods outlets under their brand names. In this way substitution is 


buy it.” Let us show you how this Identification Service can be exactly 


This is the experience of the above manufacturers as well as geared to your own distribution. 


Hyvis Oils to Federal 
oe Oils Inc., Warren, Pa., has : “ee 
‘ “nted Federal Advertising Carlson, W estinghouse and many others. 
5 New York, to direct its ac- 


: e 9 r ¢ y . — . . 7 ~ . . . . - 
of Mimeograph, ‘blue coal’, Devoe & Raynolds, Stromberg American Telephone & Telegraph Co., Trade Mark Service Division, 195 


Broadway, New York (EXchange 3-9800) or 311 West Washington Street, 
They all use classified telephone directories to list their local Chicago (OFFicial 9300). 
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Seen as Aid to 
Future Marketing 


Chicago, Feb. 8.—Increasing sta- | 
bilization of wages, hours and 
working conditions for the great 
bulk of American workers was cited 
here last night by Philip Salisbury, 
editor of Sales Management, as one 
of several trends likely to have an 
important bearing on future mar- 
keting operations. Mr. Salisbury 
addressed the Chicago chapter of 
the American Marketing Associa- 
tion. 

Both government and private en- 
terprise are responsible for this 
trend, Mr. Salisbury said. He pre- 
dicted that its main effect would be 
a more stable purchasing power for 
workers, although this purchasing 
power may be on a somewhat lower 
level than seasonal rises have pre- 
viously carried it in past years. 

Mr. Salisbury also emphasized an 
“intensified public relations consci- 
ousness” of business toward its 
stockholders, employes and custom- 
ers. This feeling, he added, is 
largely centered upon emphasizing 
the social as well as product or 
service function of business. 

Other trends, as pictured by Mr. 
Salisbury, include a continued rise 


SS —————_— es 


and manufacturer to grading and 
labeling standards, and a closer 
check on claims made in advertising 
copy. Manufacturers, he said, will 
expand their efforts in pre-testing 


| not only their products but the mar- 


keting techniques most effective for 
the products. 


Operators Contribute $50,000 


Business, government and labor 
will work together more closely in 
the future than has been true in 
the past, Mr. Salisbury remarked. 
As an example of cooperation be- 
tween labor and management, he 
commented on the plan followed by 
Anthracite Industries, Inc., for its 
forthcoming exhibit at the New 
York World’s Fair. 


Labor, Management Cooperate 


Of the $200,000 required for the 
exhibit, the operators put up 
$50,000, he explained. Another 
$100,000 is being supplied by local 
business interests in the anthracite 
regions, while the final $50,000 will 
come from the miners themselves. 
These workers—members of John 
Lewis’ union — are contributing 
sums ranging from 50 cents to $1 
each and will thus have an actual 
stake in the exhibit equal to that 
of the operators. 


been appointed advertising counsel 
for the Grand Union Underwriters, 
New York, a _ reinsurance group 
comprising the Urbaine Fire Insur- 
ance Company, and French Union 
and Universal Insurance Company 
of Paris, France, and Union and 
Phenix Espanol Insurance Company 
of Madrid, Spain. 


Hinerfeld Adds Duties 


Phil Hinerfeld, head of the trans- 
portation department of Postal Tele- 
graph Cable Company, has added 
the duties of advertising manager. 
He succeeds Philip N. Schuyler, who 
has been named publicity director 
of the Greater New York Commit- 
tee for the National Foundation for 
Infantile Paralysis. 


Two Name Pedlar & Ryan 


J. C. Penney Company, New 
York, dry goods store chain, has 
appointed Pedlar & Ryan, New 
York, as advertising agency. The 
Glass Container Association of 
America, New York, has named the 
same agency to direct its account. 


Weed Gets Four Stations 


Weed & Co. has been appointed 
national sales representative by 
WEOA and WGBF, Evansville; 
WBOW, Terre Haute, Ind., and 
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When Planning 
To Buy Time In 
Rochester .. . 
REMEMBER 
ROCHESTER 
PREFERS .... 


BASIC CBS 


Two of Rochester’s daily newspapers run, at the top of their com- 
plete radio listings, boxes recommending a selected group of what 
the newspaper’s radio editor considers the day’s best programs. 


An advertising agency friend of ours has totaled the number of 
times each of the three Rochester stations were thus recommended 
during January. BOTH newspapers gave a decided edge to WHEC. 
Here’s the picture: 


WHEC Received Total of 315 Mentions ! 


2nd Station--238 Mentions! 


3rd Station - - 27 Mentions! 


Ile 


Representatives: Paul H. Raymer Co.; New York, Chicago, Detroit, San Francisco 


Editors Add ToThe 
Proof That. . . 


| WCOL, Columbus. 


“Rochester 
Prefers 


WHEC" 


ell Veal 


THE CUSTOMER'S DOLLAR 
— How It Was Spent in 1938 


“~~ puncwaseo 
MATERIAL 
41% 


Lan. BLOGS. 
MACHINERY. 
tre 
$2140 


INVESTMENT PER EMPLOYEE 


Based on average |938 employment the investment per employee i 2 plant mm wich 
te work and loots materia! and money with which te operate. amounts te $5587 


An sdditeas! 7',¢ was taten trom customers Gellar: 
of termer years i= order te pay 1998 dividends 


to show pertinent facts of high finance. 


10,000 Employes 
Get Caterpillar's 
Annual Report 


Peoria, Ill., Feb. 9.—Improving 
upon a plan adopted a year ago, 
Caterpillar Tractor Company has 
mailed its annual report to 10,000 
employes as well as its 18,000 stock- 
holders. The 1938 report goes sev- 
eral steps further than that of 1937, 
however, in presenting the story of 
operations in such simple terms that 
it can be understood by the tyro as 
well as the expert. 

Among the illuminating charts 
and graphs in the report is one 
showing the customer's dollar, rep- 
resented as a unit of 1938 sales, 
sliced up into wages and salaries, 
materials purchased, manufacturing 
expense, depreciation, taxes and 
profits. Another chart shows the in- 
vestment per employe, $5,592, in 
land, buildings and machinery, cash, 
receivables and inventory. A third 
depicts the wide distribution of 
common and preferred stock, the 
number of holders being almost 
twice as great as the number of em- 
ployes. One out of every four stock- 
holders is a woman. 

Sales in 1938 aggregated $48,246,- 
139, a decrease of 23.64 per cent 
from 1937. Aided by a cut in price, 
which will be permanent, volume 
picked up during the last five 
months of the year, but not enough 
to make up for the severe decline 
of the first seven months. 


Garfinkel to Move 


Sidney Garfinkel Advertising 
Agency, San Francisco, will move to 
larger quarters in Central Tower 
bldg. March 1. Arthur Duncan has 
joined the agency as account execu- 
tive, and Stephen Smith, formerly 
with Henry J. Kaufman Agency, 
Washington, D. C., will join the 
agency Feb. 20 as production man- 
ager. 


To Bowman & Columbia 


Minton, Ltd., Stoke-on-Trent, 
England, has appointed Bowman & 
Columbia, New York, to direct its 
advertising in the United States for 
its line of china. Curtis F. Colum- 
bia, vice-president of the agency, 
will direct the account. 


Westvaco to McMahon 

Westvaco Chlorine Products Cor- 
poration and its subsidiaries, War- 
ner Chemical Company and Cali- 
fornia Chemical Company, all of 
New York, have appointed James J. 
McMahon, Inc., New York, to direct 
their accounts. 


Levy Gets Fabrics 
Pedigree Fabrics, Inc., New York, 
acetate and rayon fabrics, has ap- 
zation, New York, to handle its ad- 
vertising. Irving Schindler is ac- 
count executive. 
Gets Flower Show 
Philadelphia Flower Show has 


|appointed Stewart-Jordan Com- 
|} pany, Philadelphia, as advertising 
agency for the 1939 flower show to 


be held March 20-25. Rowe Stewart 
is account executive. 
Stewart Joins Bates 

William M. Stewart, formerly 
salesmanager of P&B Engraving 
Company, Springfield, Mass., has 


been appointed production manager 


of J. D. Bates Advertising Company, 


Springfield 


Caterpillar Tractor Company uses this graphic presentation in its annual report, 


The report went to employes as well os 


stockholders. 


—= 


Starts Layout Course 


The Chicago School of Printing 
and Lithography has started a se. 
ries of 18 lectures on layout and de. 
sign by Glenn Price, well know 
artist and designer. The course 
started Jan. 31 and runs through 
May 30. 


Sheasby Shifts 

John F. Sheasby, formerly with 
Donald B. Hause & Associates, Chi- 
cago, has been appointed Chicago 
representative of Quick Frozen 
Foods, New York. 


‘Youre Aure to like 


@ It's always our desire to come 
through for you one hundred 


percent. We have the finest I 


modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-] service enables us to 


deliver the finished job —on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That's why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 78720. 


Exceptionally well fitted to submit ideas. 


make layouts, prepare sketches and draw- 
ings—through every step of production. 


pointed the Raymond Levy Organi- | 


| 
| 


| 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENG 
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just as you wis5 


but all are here, ready to serve y 


Vay > . _ ” 
1Ou can use one or dil 


nomy and satisfaction assure¢ 


FAITHOR 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


| DAY AND NIGHT SERVICE 
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' Standard Accident Insurance Company, 
| Detroit, has again adopted the distinctive 
© layout style that featured last year's 


| 


: 
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LIBERAL WHITE SPACE | Vitamin D in Coast states in which it does busi-| Asks $50,000 Fund To Sterling Beeson 
———— “While Vitamin D, with calcium Creation of a $50,000 fund this Biro Mfg. Company, Marblehead, 


| ____ Take On Your Pilot 


No ocean liner attempts anchorage without a pilot. But remember’ 
planning safe Casualty Insurance and Bonding protection requires s 
pilot, too 

Your Standard Accident agent knows how to analyze your needs, to help 
you choose correct coverages, to indicate practical economies. And he's 
al ailable when trouble occurs 

Standard of Detroit —experienced, progressive, cueng—tnsupes eguinat 
financial loss due to injury to person, or public; 

scordent, burglary, embezzlement and similar hazards 


STANDARD ACCIDENT INSURANCE COMPANY 
Standard Service Satistios ... Since 1884 


campaign for its 1939 advertising pro- 
gram. The schedule includes Business 
Week, Time and several insurance papers. 
N. W. au & Son, Detroit, is the agency. 


‘Buy Dellere ¢ on 
Time,’ Newest 
Savings Bank Plan 


New York, Feb. 8.—A new twist 
n merchandising savings accounts 
} was uncovered here this week by a 

group of 36 mutual savings banks 

through a newspaper campaign 

S which has as its theme the “sale” 
of accumulated dollars on an “easy 
payment plan.” 

= “Buy $1,000 on Easy Payments,” 
‘is the dominant headline of the first 
1 500-line insertion. The message 

then goes on to explain that if every 

other kind of commodity can be 

}bought on the installment plan, 
“why not money?” Prospective sav- 
‘rs are offered two, three, four, five 
and ten-year plans. 

J. Walter Thompson Company is 
in charge of the drive to stimulate 
Systematic saving, supported by 
banks in Brooklyn, Queens, Long 
Island and Staten Island. Copy will 
ippear weekly, throughout the year, 
n the Brooklyn Eagle, Daily News, 
Herald Tribune, Journal-American, 
Mirror, Post, Sun, Times and 
World-Telegram in New York, and 
in neighborhood papers throughout 
the area. 

Following the opening insertions 
smaller space will be used. Copy 
gets away from the sober treatment 
so often used in bank advertising, 
with small cartoon type illustrations 
ending a lighter touch, which is 
‘arried out in the text. Coupons 

e used in all insertions. 


4 
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Digest’ Names Kruse 
Kenneth A. Kruse, Chicago, has 
deen named representative of Cur- 
Medical Digest in the Chicago 
and Midwest territory. N. B. Levy, 
‘ormerly Midwest representative, 
taken over the New York and 

rn territory. 


Tent 


Flanders Hotel Appoints 


Flanders Hotel, Ocean City, N. J., 
pointed Needham & Groh- 
New York, to direct its ac- 

Newspapers and magazines 

used. 


Cookies, Crackers 


Intrigues Coast 


Los Angeles, Feb. 9.—Said to be 
first to bring the vitamin appeal to 
lovers of crackers and cookies, Cali- 
fornia Cracker Company reports in- 
creased production of 182 per cent 
and a distribution gain of 125 per 
cent as the result of its first cam- 
paign on the new feature. 


Plans Extensive Campaign 


George C. Schmid, vice-president, 
said that the company’s advantage 
will be pressed hard through news- 
paper, magazine, radio and outdoor 
advertising in the three Pacific 


advertising. 


lf 


or 


marketing opportunities. 


and phosphorous, has been added to 
many foods,’ he commented, “our 
Fla’kee soda biscuits and California 
fig cookies are the first to adapt this 
sensational appeal to the bakery 
field.” 

Test copy in key cities pulled so 
well that advertising strategy has 
been determined for some time to 
come. Faraon Jay Moss, Inc., Hol- 
lywood agency, handles the account. 


Smith with Burnett 


Frank Smith, associate advertis- 
ing manager of General Foods Cor- 
poration, has resigned to become 
vice-president of Leo Burnett Com- 
pany, nail 


Now Al had one confirmed habit. He would constantly dis- 
guise himself as a merchant or a barber or a camel driver, leave 
his palace, and go slumming on the Wrong Side of the Tracks. 
There he learned a lot that was valuable. If Al were alive and 
active today he would discover the following: 

Y. of the families of the United States have 
incomes of $780.00 a year or less—(approxi- 
mately $14.00 a week). 

Y, have $1000 a year or less—( $19.00 a week). 
*, have $1450 a year or less—( $27.00 a week). 
9/10 have $2500 a year or less—( $48 a week). 
2% earn $5,000 a year or more. 

~ earn $10,000 a year or more. 

(These are government figures—and Al was 
a government man.) 

He would discover that there is very 
little difference in individual buying power between the two 
sides of the tracks, but that there is an enormous difference in 


For on the so-called Right Side of the Tracks, there is too 


year to advertise the recreational 
advantages of New England has 
been recommended by the New 


England Governors’ Recreational 
Committee. 
Paulson Joins Rep 


E. F. Paulson, formerly in charge 
of national advertising for Newark 
Evening News, has joined the sales 
staff of Williams, Lawrence & Cres- 
mer, New York, publishers’ repre- 
sentative. 


Bright Plastics to MF&W 
Morehead, Frey & Whitman, New 
York, has been appointed agency 
for Bright Plastics, Inc., Dayton, O. 
The agency has moved to larger 
quarters at 225 W. 34th street. 


the 90% 


O., manufacturer of electric motor- 
driven meat, fish and bone cutters, 
has appointed Sterling Beeson, To- 
ledo, as advertising agency. Busi- 
ness papers will be used. 


“Lineage” Bows 

“Lineage” was issued Feb. Il 
by Alpha Delta Sigma, national ad- 
vertising fraternity. Howard Wil- 
loughby, sales manager of Foster & 
Kleiser Company, San Francisco, is 
national president. 


Joins “Calgary Herald” 

Cc. A. Allen Henney, formerly 
manager of McConnell Eastman & 
Co., Vancouver, B. C., has joined 
the Calgary Herald as promotion 


| manager. 


Harun Al Rashid— Advertising Man 


HARUN AL RASHID was probably a great advertising man. 
He is the only Caliph of Bagdad you ever heard of and his 
fame has survived him by twelve hundred years. That’s good 


much advertising, and on the Wrong Side, 
most advertising fails to penetrate. All the 
advertising media and all the advertisers are 
scrambling for the money of the top 10% and 
are neglected. That would never 
have happened in Bagdad. The Caliph had 
too keen an appreciation of the possibilities 
of the lowly. 


You can be sure that if he were spending 
your advertising appropriation today, he would place most of it 
in the markets the other fellow neglects. He would cover the 
Wrong Side of the Tracks with the only medium 


that can really penetrate there. He would engage 
Criterion Service to post large colorful posters on 
framed steel panels on leased walls of business 
buildings in naborhood retail shopping centers 
where thecrowds pass. And he would pay forthem 
about one groat—a thin dime per display per day. 

Then he would watch the sales roll in and cry 
But the Grand Vizier 
would give credit to the Caliph as well. The 
Grand Vizier knew that Harun Al Rashid was =E€E si 3 


piously, “Allah is great.” 


a great advertising man. 


aes 


CRITERION ADVERTISING CO., INC., GRays4R BUILDING, NEW YORK 


a a = eile 
4 _— 
aes 
ae * 
ee es 
| i 
} a 
Boasts 
: ‘inde 
— ui 
i ne jake 
— + nan e * ed 
' ~s Ld es be | —————$—— _——$— $2. $$$ ___ — = = — = ————— a - i e : 
, | s | . ae. 
e- P.. y roe. 1} \Y } b 42s eit - 
e- ‘ : - sy ee | ‘ SN : F if sa . | : 
2. - UF £8 FS OD. = ae 
a | Te | Ae 
i 7 : 7 ; “ Pd ; x ey) ; a = ‘ S we 7 
q OS he 7 \ ae Pee > ‘a 
Sof pe ee. - gh = y , 
7 Oe ty . ’ ¢ * 2B 2 “ . 
, : . al hal 4 gett De ‘e 43 ; 
: tie? . - JM fay SS “2 £ Sey Res 
" r f : 4 Ve, oe % ee . a so 
eee ee) ‘! ; be > P Ne ' got . 
— 4 ae a Fa é “e. 4 i ae 4 i Sak th ee . Ae 
nel ae oe 1 , *~ d _- Sie - Res aye . =" ae Loe 
. vai Bl i ae bk ee , 
a a Ce Ee ak ty ; 
Ble: ake of ~ 2 ems gh age SS —_ 
. Ay ~y +g , a * < e | 
; ie iar . 2 S 5 wed Pa wa hb,  —_ ed 4 a * ee : i 
; eee ae —— til “ oe + ae 
| -— eof ‘ i “ ; 
| a ee oil : - — ae, * . ‘ 
} a Y Pe JZ ye ag a a ; =. f 
\ es =" i a as % J te y. a —s bg : ; 2 ae os : 
r) | B: co ii ‘ey s é _ a... ‘ ; ; ae: " pe et og ; mer P. ps is vr a $ . re 4 
f | Q vm aa : lags ales “5 “Pes Sr R . af ; " ‘t oA we i, Re neg Ke ” a 
. iia Me — a - 
7 | . , i ia er 3 “ 
4 ee. ee ‘ Oe ie 2. 
i a f i a ee se: PN 
” | Fh ie eee, / | XN ‘ i te ee FS 4 
é } * a oo ‘ br nl CF 48 ; S i j ‘ % % cx ‘" 3% Oa boy a = r ’ : J 
th | Bie, Gal a Ace % i NO x es ae Paget Y 
9 a | Se ae 7 » gs 18 ai re | a 
he Pc’. Liane Sf ~ i: Es eae pic 
ee ee %25 4! PRE eo ae ee ee 
nd ae OU SAD ok ae ™ 
| | mina : Re - 
> . aS 1 2t; 
7 SAS ‘ n ae re er 
he Ye eee eae ~ 
I ay ; . =a i... —— 
t } ; f y gree! es : 
as: oe | i a - 
| I ee . 
in ' #1} if ; aa oe 7 7 
in | ty if , *® wo SB hi 
we | | Lid a, ‘ Na Sa ~~ 
my : * fl ae - sa , . ; uN aS ) : 
a ie 4 “lk Ma? anus -* | 
. Cid, a WEY fay : 
us | OA? po Me F. 
om : 4 
Du. . 4 
* | ‘ + 
TK. | 
20. | 
eas, : SN od 
aw: 7 (@ at. hey + 
SY, : 
- AN Ue a 
: | | shee 
))\ 
“y y 
| vai 
» , | ‘a 
= 
Inge ; 
=< a 
= - 
== | 4 
“| . 
a Sis 
yrec —_______________ _____- = | 
N | wB ) / 
) N “4 | 3 i ; 
4G0 means b Tay" ee % 
ice in Baltimore 
; <a eas » , cy v =. a i is ; ; ’ f ¥ . nt 7! fog ‘e ee: ae 


26 


ADVERTISING AGE 


February 13, 1939 


Weigh Effect of | 
Food, Drug Act on | 
Packaging Trends | 

New York, Feb. 8.—The effect of 
the new food, drug and cosmetic | 
law upon packaging will be the | 
subject of a symposium at the ome | 
ference on packaging, packing and | 
shipping to be held in conjunction | 
with the Ninth Packaging Exposi- | 
tion, under the sponsorship of the 
American Management Association, | 
at the Hotel Astor, March 7-10. | 
Speakers will present the viewpoint 


COAST AGENCY CHIEFS 


Eugene F. Rouse (left), president, and 

Dudley Logan, executive vice-president, 

of the newly formed Los Angeles agency 
of Logan & Rouse. 


of the manufacturer, the retailer, | this country, including the products 


and the designer. 

Among the participants will be 
E. A. Means, vice-president, Bristol- 
Myers Company, and Martin UIl- 
man, New York designer. The legal 
aspects of the situation will be dis- 
cussed by Arthur Spencer, of the 
law firm of Breed, Abbott & Morgan. 

Other speakers on the four-day 


program will include Harry J. Hig-|of the American 


don, advertising manager, Phoenix 
Metal Cap Company, Chicago, who 
will discuss packaging fallacies; 
Harry Carlton, University of Ten- 
nessee, on packaging and merchan- 
dising of frozen foods; and Irwin D. 
Wolf, vice-president, Kaufman De- 
partment Stores, Inc., Pittsburgh, on 
training industrial designers. 
Progress in informative labeling 
will be discussed by Dr. Esther Cole 
Franklin, American Association of 
University Women, from the con- 
sumer’s point of view, and by Har- 
old Brightman, vice-president, L. 


of 75 manufacturers. 


Bamberger & Co., Newark, N. J., 
from the merchant’s point of view. 
One afternoon will be devoted to a 
packaging clinic, and another to a 
symposium on expert shipping. 
The exposition will be the largest 
showing of packaging, packing and 
shipping equipment ever held in 


An Asset to the Graphic Arts 
Professions-Nationally Used 
3 Grades - Light-Medium and 
Heavy-}2 Per Gal Post Paid’ 
5S RUBGER CEMENT € 
3435 NO HALSTED ST 


CHICAGO, ILL 


A feature of 
the exposition wil be the presenta- 
tion of all packages entered in com- 
petition for the Irwin D. Wolf 


|awards. 


Cancer Group Appoints 


New York City Cancer Committee 


Society for the 
Control of Cancer has appointed 
Abbott Kimball Company, New 


York, to direct its advertising pro- 
gram. 


‘Herald Named 


Herald Advertising Agency, Phil- 
adelphia, has been appointed to 
handle the advertising of the optical 
department of Gimbels, Philadel- 
phia department store. The depart- 
ment is owned and operated by J. 
Diamond. Louis Schwerin is ac- 
count executive. 


‘Sorowitz Joins Gilmore 


Harry Sorowitz has_ been 
pointed sales director of the metro- 
politan and national divisions of 
Gilmore Whisky Corporation, New 
York. He was with Schenley Dis- 
tillers, New York, as sales specialist 
for 18 years. 


Lyon Opens Office 

W. D. Lyon has started an adver- 
tising service in the Bever bldg., 
Cedar Rapids, la., to handle news- 
paper, magazine, radio, direct mail 
and outdoor advertising. He is also 
president of Midwest Advertising, 


|1nc., sales promotional service. 


Not today she ain't—though 


per and tempo of its times! 


CLE. the weekly 
it treats of what will happen 


not what happened yesterday. 


CLE is modern because of 


tisers, at only $320 a page. 


of a magazine. 


reality rather than the 


best for their money 


realistic age. 


You can't cover New York’s class market without CUE! 


| IS She SOPHISTICATED? 


less rang the bell back in the dear de- 
parted era of F. Scott Fitzgerald. 


And so it is with magazines. 
makes a magazine really modern? When 
it is authentically in tune with the tem- 


y magazine of New 
York life, is peculiarly modern because 


the week-ahead preoccupations of fast- 
moving, free-spending dwellers in (and 
visitors to) the New York area. 


usable size and its concise treatment of 
the useful and stimulating information it 
dispenses each week. That’s why it gets 
astonishing results for wide-awake adver- 


CUE is no “great big. beautiful doll” 
It is concerned with the 
appearance of 
things. Simply and colloquially it guides 
its growing audience of 40,000 discrimi- 
nating families to where they can get the 
for this is increas- 
ing the instinct of sensible people in a 


she doubt- 


What 


tomorrow, 
It mirrors 


its handy, 
Write 


actual 


for 
proof of advertising 


results! If you are 
not familiar with 
CUE, we will gladly 
send you 3 consecu- 
tive issues with our 
compliments. O. D, 
Keep. CUE, 6 E. 39th 
A. t. G 


“Best Buy for the 
World's Fair” 


ap- | 


Getting Personal 


Robert Dowling, a.m., Sanforizing Division, Cluett, Peabody & 
Co., traveled to Hollywood with Sam Cherr, account executive, Young 
& Rubicam. Trip was to arrange details of a new series of radio 


programs for the Pacific coast. . . s 


Glenn Griswold, former editor who is now a public relations 
counsel, was given a wire-haired terrier by his wife. The pup was 
christened PR, which obviously refers to the new business of the 
dog’s master. .. L. B. Palmer, g.m., American Newspaper Publishers 
Association, is regaining his strength after a serious illness. . . 


Frank P. Atha, ad chief of J. A. Folger & Co., makes good use 
of his hobby of flying. A licensed pilot and plane owner, he com- 
mutes between his Kansas City headquarters and St. Louis via the 
ozone. .. R. D. Keim, v.p., E. R. Squibb & Sons, spoke before the 
Talk of the Town Club in Gotham... 


David M. Botsford, pres. Botsford, Constantine & Gardner, Port- 
land, Ore., agency, is a shipmate of Frank E. Mason, v.p., National 
Broadcasting Company, on a cruise to southern waters. .. Agencyman 
Stanley A. Brown, Brown & Tarcher board chairman, has acquired a 
four-acre estate at Elberon, N. J... 


Associates of Frank J. Sensenbrenner, pres., Kimberly-Clark Cor- 
poration, threw a party to celebrate the boss’ 50 years with the 
company. Ernest Mahler, executive v.p., presided, and S. F. Shattuck, 
v.p., presented Mr. Sensenbrenner with an illuminated manuscript, a 
gift of the executive committee. . 


Mann Holiner, radio director, Lennen & Mitchell, is a grippe 
case. .. W. C. Alcorn, v.p., Station WBNX, New York, is motoring to 
Florida, whence he will sail for Cuba and Puerto Rico. He will be 
away five weeks. S. W. Caulfield, another WBNX executive, has just 
returned from England... 


Charley Wiers, v.p., DeLong Hook & Eye Co., proved himself a 
speaker equal to any emergency before New York’s Sales Executives 
Club. At the height of his oratory, the hotel ceiling sprang a leak 
and an embryonic flood arose. The speaker was undisturbed, but 
A. C. Monagle, v.p., Standard Brands, acting as chairman, interrupted 
to assure members that everything was okay... 

William L. Vomack, Eastern megr., Ziff-Davis Publishing Com- 
pany, is the ping-pong champ of his company. He gained the title in 
a match with the Chicago office winner, B. G. Davis, editor of the 
Hobby group... 


George G. Shor, director of research, The American Weekly, took 
time off last week to tell retail piano salesmen how other products 
are sold... Dr. Robert E. Spline, asst. s.m., Bristol-Myers Company, 
and Joseph P. Hardie, account executive, Pedlar & Ryan, shared the 
platform at a Pace Institute marketing conference. . . 

Fred R. Ripley, v.p., Central New York Broadcasting Corporation, 
has returned from a three-week stay in Florida. . . Wilbur Forrest, 
executive assistant to Ogden Reid, pres., N. Y. Herald Tribune, is a 
new director of ASPCA... 

A. H. Daggett, president of Gould Storage Battery Corporation, 
recently sailed with Mrs. Daggett for Europe on the French liner, 
Champlain. They’ll return to the United States around March 1... 

Add New York World’s Fair notes: Burrell Conway, Vicksburg 
Post, Edgar G. Harris, West Point Times-Leader, and Capt. Thomas 
Fauntleroy, Memphis Commercial Appeal, have been named members 
of a committee to complete arrangements for a special day to be set 
aside at the New York Fair in honor of the “Know Mississippi Better 
Train.” Headed by ex-governor Dennis Murphree, the train will be 
in New York July 19-22... 

Ralph K. Strassman, v.p. of Ward Wheelock Company, Philadel- 
phia, and Mrs. Strassman are spending three weeks in New Orleans. 
A lieutenant-colonel, he is representing the U. S. war department’s 
public relations unit at a mobilization conference at the Jackson Bar- 
racks in the Crescent City... 

Chas. J. Stark, former president of Penton Publishing Company, 
Cleveland, has been named state purchasing agent of Ohio. . . Jack 
Devine, art director of J. M. Korn & Co., Philadelphia, expects a son 
or daughter by the time he takes his summer vacation. . . 

Lou W. Kreicker, president of Advertising Producers Associated, 
Inc., Chicago, won the first award given by the North Shore Philatelic 
Society for his exhibit of six frames covering in great detail the first 
stamp of the world, the Penny Black of Great Britain. . . 

Fred A. Dibble, of Harris-Dibble Company, New York publication 
broker, has published an interesting little booklet, entitled “Just a 
Moment, Please!”’. . . 

Howard Willoughby, sales director for Foster & Kleiser Com- 
pany, San Francisco, and national president of Alpha Delta Sigma 
advertising fraternity, was honored recently by Portland, Ore., alumni 
at a special dinner at which Willoughby outlined the fraternity’s new 
national research project. . . W. E. Hartmus, retired business man- 
ager of the Portland Oregonian, has a new sterling silver bow], replica 
of the Paul Revere bowl! in Independence Hall, presented to him at 


a banquet by members of the Pacific Northwest Newspaper Associa- 


tion, which Mr 
Friends of 


Hartmus helped found. . . 

Kenneth B. Arrington, a.m. of Omar, Inc., Omaha, 
chuckled a few days ago when they found a very tony announcement 
in their mail from the “Arrington Limited Editions Club.” The first 
edition described consisted of a single copy, Kenneth Barton Arring- 
ton II, by name. Publication date was given as Feb. 3; binding and 
endsheets by Curity; illustrations, blue eyes, light brown hair; ship- 
ping weight, 8 pounds, 6 ounces. . . 

Life is just a series of one-night stands these days for William 
A. O'Neill, General Tire & Rubber Company prexy, and sales pro- 
motion associates. They’re on tour from coast to coast for distributor 
conferences. H. S. Hoover, General's public relations director, inci- 
dentally, learned of his election as a director of the National Asso- 
ciation of Accredited Publicity Directors while en route. . . 

And speaking of sales meetings, Larry Gubb, Philco president, 
will be host to about 400 distributors in Palm Beach, Feb. 16-19. 
The boys will absorb some sunshine while they learn all about Philco’s 
air-conditioning and refrigerator plans... 

Herb Strauss, Riggs Optical Company, Chicago, isn’t going to 
forget any more. Appreciative members of the Direct Mail club 
awarded him a combination clock and desk pad last week in token 
of his leadership during the past year. . . 

With the Johnson Wax show originating from Hollywood, Jack 
Louis, vice-president of Needham, Louis & Brorby, Chicago, is com- 
muting between Arizona and the Coast... H. Kastor Kahn, of H. W. 
Kastor & Sons Advertising Company, Chicago, is shedding his worries 
with a cruise to the West Indies. . . 


ie 


Chain Restrained 
from Selling Smal] 


Perfume Packages 


New York, Feb. 8.—F. W. Woo}. 
worth Company was restrained this 
week from merchandising Guerlaip 
perfumes in ten-cent vials, in a de. 
cision handed down by Justice 
Church in supreme court here. Sale 
of the tiny bottles, called “nips» 
was declared to be in violation of 
the state fair trade act, and both the 
chain and Nips, Inc., manufacturer 
of the vials, were enjoined. 

Guerlain, Inc., brought suit 
against Woolworth in December, 
charging that the chain store was 
removing its perfumes from orig. 
inal containers and reselling them 
in ten-cent units. Products involve 
were Shalimar, price fixed at $1.69 
for one dram or less; L’Heuere 
Bleue, at $1 and Vol de Nuit at 
$1.25. Woolworth did not deny the 
charge, but entered the defense that 
the fair trade law was not violated 
because the aggregate price of vials 
of rebottled perfume necessary to 
make up a dram, exceeded the min- 
imum price fixed by the manufac. 
turer for a single dram. 

This defense was overruled by the 
court which held that Guerlain 
could properly set a minimum, un- 
der the fair trade act, for sale of 
“a dram or less.” 

In the sale of nips, Woolworth 
used the name of Guerlain on the 
label, in this way: “Nips—Perfumes 
—Genuine French Extracts—Guer- 
lain’s Shalimar—Rebottled by Nips, 
Inc.” The court ruled that only if 
they made no reference to the origin 
of the perfume, on the label, could 
the defendants sell the vials at their 
own prices. 


Gets Flamingo Hotel 

Metropolitan Advertising Com- 
pany, New York, has been named 
to direct the account of the Fla- 
mingo Hotel, Miami Beach, Fila. 
William M. Tyack is account execu- 
tive. 


Har-Tru Names Agency 


Har-Tru Corporation, New York, 


builder of tennis courts, has named 
Grant & Wadsworth 
New York, to handle its advertising 


Class magazines and direct mail will | 


be used. 


B-ettes in Canada 

Harold F. Ritchie Company, To- 
ronto, has been appointed Canadian 
sales representative for The B-ettes 
Corporation, New York, and will 
soon begin an advertising campaign 
in Canada. 


COW 


KOH-I-NOOR 


Drawing Pencils 


ARE 


10¢ each 
$1.00 the dozen 


Our new catalog AD-4 
is now ready for dis- 
tribution. 


KOH-I-NOOR PENCIL CO., It: 


373 Fourth Avenue 
New York, N. Y. 
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STEEL COPY ACCENTS "AVIATION ERA" 


- Sy; 
‘ 


CRUCIBLE STEEL IS 
TO YOUR PRODUCTION NEEDS 


You're sure when you spetdy Cracibie Avieton 
Vintendimy pertormun 
to rigid syecitications the Crucsbie orge 

the «adu-y Stee 


Steetel For om the bass at © o 


Crucible = highly en 

deneived tature at the Aviat 

we have geared ou: orgaumis-tion to 
peat demande of this comir 


aS 


7 era.’ The campaign is being 
)Radio Poll Shows | 
‘ Disparity Between 


Cost and Ranking | 


New York, Feb. 8.—The outstand- 
ing new radio star uncovered in | 

ee 1938 was Orson Welles, according 
k, @ to the eighth annual poll of radio} 
dy" editors by the World-Telegram. 
it, Although in radio for a number of | 
8 OM vears in comparatively minor roles, 


ui Welles attained stardom through a 


| 
| 
| 
| 
| 
| 


amatic sustaining show begun 
st summer over the Columbia | 
Broadcasting System. Soon after | 
) historic “War of the Worlds” | 
- program, he gained a sponsor in 


Campbell Soup Company. 

. Among other trends noted in the 
poll was a wide disparity between 
7 the cost of radio programs and their 
= popularity among editors. “Infor- 
mation Please,” now sponsored by 
Canada Dry Ginger Ale, is reputed 


to be one of the least expensive net- 
vork shows, and yet it ranked as 
the first quiz program and fourth 
n all programs. Major Bowes’ 
‘mateur show, sponsored by Chrys- 


‘er Corporation, said to be one of 


he most expensive on the air, re- | 
eived no mention. 
Kistener surveys to the contrary, | 


PUBLIC RELATIONS 


We do a superb publicity and 
Public relations service for our 
“ents at moderate cost. Ask 
them, present or past. 
ent on request. 


any f 
List s 


; March 4, 1938, 
ve Mr. Sutton: 
g had the opportunity that 
had to note the conscientious 
n which you represent your 
and the effectiveness of your 
resulting from the very broad 
e that you have had, I am 
prised to learn of your suc- 
ich I hope will be indefi- 
ntinued, 
Sincerely yours, 


ened) Jacob Ruppert 


mA. work directly with a client 
“ ugh his advertising 
Write us regarding your 


Public relations problems. 
SUTTON NEWS SERVICE, Inc. 
George W. Sutton, Jr., President 
424 Madison Avenue 
New York, N. Y. 


agency 


CRUCIBLE STEEL COMPANY 


hey 7 we ¥ yoRe aly 
* ‘ # N AND $ 
4 es ag SET 


Crucible Steel Company of America, New York, has started its 1939 campaign 
in industrial publications with copy predicting a substantial advance in the avia- 
tion industry and emphasizing the part Crucible Steel will have in this "aviation 


| Jack Benny’s Jell-O show for Gen- 


| for R. J. Reynolds Tobacco Com- 


| placed 


| pany, placed second. 


| Don Wilson 


prepared and placed direct. 


Charlie McCarthy is slipping in the 
minds of the editors. The star sales- 
man for Chase & Sanborn coffee 
headed the leading program in last 
year’s poll, but fell to second behind 


eral Foods this year. 
The Rudy Vallee hour, sponsored 
by Standard Brands for Fleisch- 


AFA Lines Up 


mann’s yeast, fell from a consistent 
ranking in the top five programs to 
13th position. The third most pope | 
ular program, behind Jack Benny | 
and Charlie McCarthy, was the} 
Bing Crosby hour for Kraft-Phenix | 
Cheese Corporation. “Information 
Please” was fourth, followed by the 
Fred Allen program for Bristol- 
Myers Company. 

Jack Benny’s six-year reign as 
king of the comedians remained un- 
disturbed. Fred Allen earned sec- 
ond, and Charlie McCarthy third 
place. Bob Hope, now sponsored by 
the Pepsodent Company, climbed to 
fourth. Eddie Cantor, who works 


pany promoting Camels, slipped for 
the third straight year and finished 
12th. 


Lombardo Still on Top 
Swing lost out to sweet music 
among the band ratings. For the 
eighth straight year, Guy Lombardo 
first. His sponsor is Lady 
Esther Company. Kay Kyser, spon- 
sored by American Tobacco Com- 


| 


Nelson Eddy, of the Charlie Mc- 
Carthy cast, topped the male singers | 
of serious music. Frances Langford, 
formerly sponsored by Campbell 
Soup Company and now heard un- | 
der the auspices of the Texas Com- 
pany, replaced Kate Smith of Gen- 
eral Foods as the leading female | 
singer. Bing Crosby retained top| 


| rank among the popular singers. 


“Let's 
afternoon 


Pretend,” a 
serial 


sustaining 
heard over the) 


| Columbia Broadcasting System, led | 
| the children’s programs. 


Amos n’| 
Andy, now working for Campbell | 
Soup, retained laurels among 15- 
minute programs; Ted Husing of | 
CBS among sports commentators; | 
of the Jell-O show| 
among announcers; and the CBS) 
Radio Theater among dramatic | 
shows. 


| Eddy Moves Offices 


Charles H. Eddy Company, news- 
paper representative, has moved its 
Boston office to the Statler Office 


| bidg. 


Program for 


Annual Convention 


New York, Feb. 8.—Detailed plans 
for the 35th annual convention of 
the Advertising Federation of 
America, scheduled for the Wal- 
dorf-Astoria Hotel here June 18- 
22, are being developed by the offi- 
cers and directors. 

J. Kenneth Laird, Young & Rubi- 
cam, Chicago, has been appointed 
chairman of the national attendance 
committee. Frank A. Conolly, mer- 
chandising manager, Oakite Prod- 
ucts, has been named to head the 
exhibit committee. The forthcom- 
ing advertising exhibit is expected 
to be the largest in 10 years. 

Henry Obermeyer, Consolidated 


| Edison Company of New York, is 


functioning as chairman of the pro- 
gram committee, with William A. 
Hart, director of advertising, E. I. 
du Pont de Nemours & Co., as vice- 
chairman. 

A convention feature this year 
will center about the delegations of 
advertising men and women from 
other countries, who will be hon- 
ored with an “International Day” 
observance, while the World’s Fair 
is expected to provide a suitable 


= 


background for the entertainment 
and educational phases of the con- 
vention. The speaking program will 
include about 100 men and women 
who will cover many phases of cur- 
rent advertising and sales promo- 
tion. 


To Distribute Scotch 


Distilled Liquors Import Com- 
pany, subsidiary of Distilled Liquors 
Corporation, New York, distiller of 
Hildick applejack brandy, has be- 
come exclusive United States dis- 
tributor for Lawson McDonald & 
Co. of Glasgow, Scotland, maker of 
Scotch whiskies. Consumer adver- 
tising and promotion through M. H. 
Hackett, Inc., New York agency, 
will support distribution. Philip R. 
Myers, has been appointed general 
sales manager of the Import divi- 
sion. 


Stylepark Names Agency 


Stylepark Hats, Inc., Camden, N. 
J., has appointed Gussow, Kahn & 
Co., New York, to handle advertis- 
ing for its new women’s hat divi- 
sion. Fashion magazines and direct 
mail will be used. 


SNPA Plans Meeting 


Southern Newspaper Publishers 
Association will hold its annual 
convention June 15-17 at the Cham- 
berlin Hotel, Old Point Comfort, 
Va. 


* 


NEW ORLEANS 


Pinaud to Build 
Barbers’ Good Will 
in Consumer Copy 


New York, Feb. 8.—A feature of 
the forthcoming campaign for 
Pinaud hair tonic will be the con- 
sumer advertising of a new single 
application tube of Eau de Quinine 
preparations. Pinaud’s new pack- 
aging of its hair tonic highlights a 
merchandising idea comparatively 
new in this field. Bristol-Myers 
Company has been packaging Vi- 
talis tonic in small tubes for barber 
shop use for some time. 

Pinaud intends to place advertis- 
ing emphasis on the tube, by sug- 
gesting that consumers ask their 
barbers to serve them a tonic from 
a personalized tube rather than 
from the time-honored bulk bottle. 
Single application tubes will be 
available only at barber shops, and 
Pinaud will continue to promote its 
bulk packages for home use. 

One novel twist of the Pinaud 
plan calls for empty tubes to be re- 
deemable in premiums. Displays 
furnished dealers serve as a con- 
tainer for the tubes as well as 
point-of-sale advertisements. 

Sherman K. Ellis & Co. was re- 
cently named to handle the account. 
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Survey Shows | 
‘Wholesale’ Prices 
More Than Retail 


ashi , D. C., Feb. 7.—Re- | pe 
nt teats ma ' /}company purchase facilities to em- 


cent tests made in New York have 
proven that “I can get it for you 
wholesale” purchases are usually 
made at prices actually higher than 
the legitimate retail figure, accord- 
ing to a booklet issued this week 
by the Domestic Distribution De- 
partment committee of the United 
States Chamber of Commerce. 

This report estimates that diver- 
sion of trade from retail channels, 
although declining, is extensive 
enough to jeopardize seriously the 
retailer’s basic function. It quotes 
a retail trade association estimate 
of the cash volume of such diver- 
sion at more than a billion dollars 
annually. 

Concerning the survey made in 
New York on the value of such 
purchases to consumers, it asserts: 
“Tests revealed that in 98 out of 
100 purchases of soft goods, includ- 
ing clothing, made through use of 
employe discount cards, prices paid 
were equal to or greater than 
prices prevailing in established re- 
tail stores. 

“A similar test covering pur- 
chases of home furnishings showed 


‘that a majority of purchases were 
|/made at prices from 10 to 30 per 


cent higher than the prevailing re- 
tail prices, and that practically no 
purchases were made below retail 
prices.” 

Commenting that extension of 


ployes, a practice responsible for 
much trade diversion, is often the 
result of an attempt to strengthen 
employer-employe' relations, the 
report emphasizes that this result 
is rarely achieved. 

One of the most active 
working on this question is the 
National Retail Furniture Associ- 
tion. A survey made by this group 
has disclosed that 1,800 companies 
in New York, 1,100 in Chicago and 
600 in Detroit have arrangements 
permitting employes to use com- 
pany purchasing facilities. 

The committee report asserts 
that no substantial benefits accrue 
from such diversion of retail trade 
and urges all manufacturers and 
wholesalers to review their policies 
to the end that any contributing to 
such diversion may be eliminated. 


groups 


Account to Ollendorf 


Chicago Electric Mfg. Company 
has appointed C. J. Ollendorf Com- 
pany, Chicago, as advertising coun- 
sel. Women’s publications will be 
used. 


JANUARY SALES OF CHAIN STORES 


January January % Gain 

1939 1938 or Loss 

Edison Bros $ 1,316,791 $ 1,183,319 +11.3 
Grant, W. T.. ‘ , ‘ 5,531,184 5,328,143 + 3.8 
Green, H. L.. 1,998,350 1,789,829 +11.7 
Kresge, 8. 8. 9,262,994 9,021,744 + 2.6 
Krees, & H..... at 055,466 5,158,590 —2.0 
+tKroger Groc. & Baking Co...... 17,169,978 17,965,634 —4.4 
Lerner Stores . : re cd 2,040,293 1,993,624 +2.3 
McCrory Stores .. Dhaxeweks 2,535,118 2,475,637 +2.4 
McLellan Stores ... . 1,284,557 1,208,789 + 6.3 
Murphy, G. C.... = 2,684,534 2,490,097 +7.8 
Neisner Bros. ... . , 1,246,052 1,128,398 +10.4 
Newberry, J. J... ‘ +o 2,807,974 2,656,055 +5.7 
Penney, J. C........ «ce one 15,262,999 +8.3 
Peoples Drug Stores. . 1,773,220 1,751,650 +1.2 
*Safeway Stores .... ‘ 25,714,735 26,731,524 —3.8 
Mplemel, ING. .ccccescccscsccccess 2,202,150 1,720,410 +28°0 
tSears, Roebuck & Co.... ; 31,496,8t;3 29,634,776 + 6.3 
Walgreen Company ..... tame 5,646,625 5,506,940 +2.5 
Ward, Montgomery & Co....... 24,768,545 21,840,243 +13.4 
Western Auto Supply Co.. 2,361,000 1,907,000 + 23.8 
Woolworth, Fr. W....ccscccceees . 19,652,594 19,156,917 + 2.6 
oo .$183,072,168 $175,912,318 4.4.1 


*Four weeks ended Jan. 21. 
+Four weeks ended Jan. 28. 


——-_ | 


Form Philco Refrigerator 


Philco Refrigerator Company has 
been organized as a subsidiary of 
Philadelphia Storage Battery Com- 
pany, which manufactures Philco 
radios. Philco Refrigerator has ac- 
quired manufacturing rights and 
patents on the Conservador refrig- 
erator from Fairbanks, Morse & Co. 
W. Paul Jones, formerly with Fair- 
banks, Morse, has been named 
president of the new company. 


ARTISTS ®° 


A LARGE, EFFICIENT AND 
COM PLETELY EQUIPPE! 
PRINTING PLANT 


DAY and NIGHT 
OPERATION 


Printing and Advertising 
Counsellors 


ia p———/ 


workmen 


All Departments 


PROPER QUALITY QUICK DELIVERY 


Because of up-to-date 
equipment and best 


Printing 


Catalogues e Publications e General Printing 
Direct Mail Advertising 


COPYWRITERS °®* 
PLANNING ®* 


OUR SERVICES 


TYPESETTING 
(Linotype, Monotype and Hand) 


PRESSWORK 


(The Usual as well as Colors) 


BINDING 
(The Usual, Machine Gathering, 
Covering and Wireless Binding) 


MAILING 
(This Dept. is equipped to de- 
liver to the post office or custom- 
ers as fast as printed and bound) 


ELECTROTYPING AND 
ENGRAVING 
(Our facilities are up-to-date and 
can take care of any sized orders) 


ADVERTISING SERVICE 
(Planning, copywriting, design- 
ing, photographing and artwork) 


Because of automatic 
machinery. Day and 
night service 


the United States is because of satisfied customers. For your investigation further we will be pleased 


TO OUR PROSPECTIVE CUSTOMERS — Our growing business which comes from all parts of | 
{ 


to furnish the names of well known firms who are our present customers. Consulting with us about 
your printing problems and asking for estimates does not place you under any obligation whatever. 


Secure our proposal on your printing. Large and small orders solicited. i 
Proposals made on all or any part of our services. | 


= oh — 


PRINTING PRODUCTS CORPORATION 


Telephone WABASH 3380 


Established 1888 


ENGRAVERS @® 
PHOTOGRAPHING 


DEPENDABLE PRINTING 


Business Methods and Financial Responsibility the Highest. Inquire of Credit | 
Agency, Dun & Bradstreet, Inc., and First National Bank, Chicago, Illinois 


RIGHT PRICE 


Because of su 
facilities and efficient I 
| 


Polk and La Salle Streets 


ELECTROTYPERS 


OUR 
SPECIALTIES 


Catalogues | 
Booklets ] 
Publications 
Trade Papers 
Magazines ] 
House Organs 
Price Lists 
Pamphlets 
Proceedings 
Directories 
Histories | 
Books | 
Broadsides | 
Folders | 
Circulars 
and t 
General Printing | 


erior 


management 


Chicago, Illinois 


January Sales of 
21 Chains Show 


Increase of 4.1% 


New York, Feb. 9.—Continuing 
the upward trend evidenced in clos- 
ing months of 1938, reports from 21 
major chain stores today showed a 
January sales total of $183,072,168, 
a gain of 4.1 per cent over last 
year’s total of $175,912,318. 

Of the 21, only three failed to 
make gains over 1938 figures. 
Among those to show favorable plus 
percentages were H. L. Green, 11.7; 
Neisner Brothers, 10.4; Edison 
Brothers, 11.3; and Walgreen, 2.5. 
Mail order companies also reported 
several gains. Montgomery Ward 
& Co. ended its fiscal year Jan. 31 


its history and January sales were 
the highest on record for the month. 

Ward’s total for the 12 months 
ended Jan. 31 was $432,813,501, an 
increase of .06 per cent over the 
preceding year. January sales rose 
13.4 per cent. 

Spiegel, Inc., reported a gain of 
28 per cent, while sales of Sears, 
Roebuck & Co. for the first period 
of the year were up 6.3 per cent. 
Figures for the individual com- 
panies are shown in the accom- 
panying table. 


J. F. Wohlgemuth 
Heads “Underwriter” 


John F. Wohlgemuth, formerly 
secretary of National Underwriter 
Company, publisher of the National 
Underwriter and other papers, has 
been elected president, succeeding 
his brother, the late E. Jay Wohlge- 
muth. His headquarters are in 
Chicago. 

Howard J. Burridge was elected 
vice-president and secretary; Abner 
Thorp, Jr., and Louis H. Martin, 
both of Cincinnati, vice-presidents, 
and Mrs. Stella Goss Wohlgemuth, 
treasurer. 


Car Card Drive 
For New Motion Picture 


Street car advertising in 89 cities 
will be used to advertise Walter 
Wanger’s latest picture, “Stage- 
coach.” This is the first time trans- 
portation advertising has been used 
to advertise a motion picture na- 
tionally. 

The business is placed by the Los 
Angeles office of Lord & Thomas, 
through Pacific Railways Advertis- 
ing Company, Los Angeles, a divi- 
sion of Street Railways Advertising 
Company, New York. 


“Hampshire” to Bow 


Martha Houston Publications, 
New York, publisher of the Upper- 
Income Group, will introduce a new 
magazine entitled Hampshire, for 
guests of the Hampshire House, 
New York, March 1. Earl L. Towns- 
end has joined the advertising de- 
partment of the Upper-Income 
Group, which includes Promenade, 
Pierrot and St. Regis magazines. 
Mr. Townsend was formerly on the 
advertising staff of The Spur, New 
York. 


Hoyt, Carter Shifted 


Beaumont & Hohman has trans- 
ferred Lewis S. Hoyt and Nelson 
Carter to its Los Angeles office. 
Mr. Hoyt was account executive in 
the San Francisco office and Mr. 
Carter was Chicago manager. 


with the highest dollar volume in} 


oe Sa 


Coming 
Conventions 


Feb. 21-22. Annual meeting, In. 
|land Daily Press Association, Hote} 
| Sherman, Chicago. 

March 7-10. Annual Packaging 
| Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As. 
sociation, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs Va. 

May 5-6. Annual meeting, Ad- 
vertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
ao # 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

June 5-6. National Business-Con- 
sumer Relations Conference, Buf- 
falo, N. Y. 

June 12-16. Annual convention, 
Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
a # 
June 15-17. Annual convention, 


Southern Newspaper Publishers As- 
sociation, Old Point Comfort, Va. 

June 16-18. Advertising Distrib- 
utors of America, Belmont Plaza 
| Hotel, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 25-29. Annual convention, 


Men, Hotel Astor, New York. 
June 25-30. Annual convention, 


tion, Oakland, Calif. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


Drive for Price Extract 


Price Flavoring Extract Company, 
Chicago, will use Good Housekeep- 
ing, Ladies’ Home Journal, Wom- 
an’s Home Companion, newspapers 
and business papers on behalf of 
its extracts this spring. Newspapers 
and radio will be used for S-P-K 


salad dressing. N. W. Ayer & Son 
is the agency. 


— Advertisement - 

Legionnaire Market Shown 

As High in Buying Power 

Whether your impression of the Amer 
ican Legion market is that of an adver 
tiser in the magazine, an observer of Legion 
activities in local communities, or merely 
that of a parade-watcher, it is probable that 
the recently published market study, “Buy 
ing Power Facts,” will greatly enlarge that 
impression. Through Ross Federal personal 
interview investigation of 2,791 AMERICA‘ 
LEGION MAGAZINE subscribers, in 18 
cities and towns, an imposing picture of 
above-average buying power is presented 


According to the study, 36.55% of Legion 
naires own their own business, 58.62% 
more are gainfully employed, and onl) 


4.83% are retired or unemployed. Wh# 
this means in terms of family life, income 


home ownership, and the possession 

automobiles, radios, vacuum cleaners, © 
burners, and similar evidences of mater# 
prosperity is shown in admirable graph and 


statistical form—quickly read and analyzed 
Comparisons, with details of ownership. ag 
of properties owned, etc., combine to create 
a most favorable standing for the 968,06 
subscribers. and the 2.366.158 other fam} 
members of the field. Copies of the stud! 
available on request to Frederick L. Ms 
guire, American Legion Magazine, 9 Root 
feller Plaza, New York, N. Y. 


International Association of Display § 


Pacific Advertising Clubs Associa- | 


Sept. 20-22. Annual conference, | 
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These Newspapers Used 
Advertising Age During 1938 


Akron Beacon Journal 

Associated Weekly 

Baltimore News-Post and Sunday 
American 

Boston Globe 

Bronx Home News 

Buffalo Evening News 

Cedar Rapids Gazette 

Chicago Evening American 

Chicago Daily News 

Chicago Herald and Examiner 

Chicago Journal of Commerce 

Chicago Tribune 

Christian Science Monitor 

Cincinnati Times-Star 

Comic Section Adv. Corp. 

Daily Newspaper League of Illinois 

Dallas News and Journal 

Des Moines Register and Tribune 

Detroit News 

First 3 Markets Group 

Florida Times-Union 

Fresno Bee 

Gravure Service 

Hartford Courant 

Hearst International Advertising 
Service 

Houston Chronicle 

Indianapolis News 

lowa Daily Press Assn. 

Janesville Gazette 

Los Angeles Examiner 

Los Angeles Herald and Express 

Los Angeles Times 

Macon Telegraph and News 

Metropolitan Weekly 

Minnesota Media 

Modesto Bee 

Moline Dispatch 

Nashville Banner 

Nashville Tennessean 

Nassau Review-Star 

New York Journal-American 

New York Law Journal 

New York Mirror 

New York Sun 

New York Times 

Norfolk Newspapers 

Daily Oklahoman and Times 

Omaha World-Herald 

Peoples Press 

Philadelphia Inquirer 

Phoenix Republic and Gazette 

Portland Journal 

Portland Oregonian 

Providence Journal-Bulletin 

Rock Island Argus 

Sacramento Bee 

Salt Lake Tribune and Telegram 

San Antonio Express and Evening 
News 

San Francisco Call-Bulletin 

San Francisco Examiner 

Scranton Times 

Scripps-Howard Newspapers 

Seattle Times 

Shreveport Times 

Southern Comic Group 

Southern Newspapers 

Spokane Spokesman-Review and 
Daily Chronicle 

Tabloid Newspaper Adv. Service 

Toronto Telegram 

Troy Record and Times Record 

Wail Street Journal 

Washington Post 


A few weeks ago we published an ad in 
ADVERTISING AGE calling attention to our 
leadership in the field of newspaper pro- 


We stated that we carried more 
newspaper accounts and a larger linage 
of newspaper copy than any other adver- 
tising publication. 

Our attention has been called to the fact 
that in making this tabulation we omitted 
some special issues of other publications. 
Therefore we are editing the published 
copy and withdrawing the original claims. 
All we can say is that we carried the largest 
volume of newspaper advertising in 1938— 
and that’s taking in plenty of territory! 

The statistics are important only as show- 
ing a trend, and the trend in the advertising 
field is unmistakably to ADVERTISING 
AGE. We are steadily increasing the rep- 
resentation of newspapers, 


motion. 


magazines, 
broadcasting companies, business publica- 


tions, advertising producers and others 
whom we serve—and all for the same rea- 
son — greater market coverage, greater 
results! 

ADVERTISING AGE is the only publica- 
tion which has shown an increase in net 
paid circulation with each succeeding year. 
The current figure is approximately 15,000, 
with a weekly distribution of 16,300. When 
you couple real coverage, as represented 
by this big paid subscription list, with an 
exclusive content of live merchandising 
and advertising news, you are writing the 
formula for successful promotion addressed 
to the national advertising market. 

Why not join the successful advertisers 
who, like the leading newspapers listed at 
the left, are contacting the big, responsive 
audience of buyers of advertising space, 
time and service represented in our grow- 
ing circulation? 


ApvERTISING AGE 


THE NATIONAL NEWSPAPER OF ADVERTISING 


CHICAGO NEW YORK 


ATLANTA 


LOS ANGELES SAN FRANCISCO 
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per cent below 1938 figures. Steel Sales Visualizer ti 1 | Scribner's Magazine ........ 15.8 6,777 23.2 9,938|*The American Weekly 25.5 48,544 ~s ye 

, me SS  gieeailie A new device for presenting Sales) snup 90.0.0... o.oo... 19.8 3,310 28.7 19,262] Business Week ............. 89.5 38,402 120.9 51,89 

production, he added, has regis- material during personal solicita-| stage ...................... 14.7 D267 S66 290. BER TCIOED ~“cacvcccccccsrcccccs 83.2 56,603 96.5 65,594 
tered a gain of almost 25 per cent| tions has been placed on the market| *street & Smith Comb......, 14.2 3208 14.0 3136|Cue ..... pease eVensendexeees 41.4 {15.269 
“S in the past few months and engi-|py Stein Brothers Mfg. Company,| *Thrilling Group ........... 18.7 4,197 19.2 4,427 ercemd A veer eee i ae op 
ej hi ‘ . ‘J is ‘ow : © ‘y 7 : 77 45.5 3 ¥ - PPC rer TET cCT CUE erere 21.2 9, 7 26. 
a neering construction has reached |Chicago. Called the Salesfoto Vis-| Nown & Country .......... isa 848) id eer iGrit 49.9 20.948 50.0 
: . alizvar > ; . rises < »e > eee teek Saved baeesuceeus o. 8,43. e r,oo 4 .:, QPPeePeLeRELELECETELoLty Dee eve" J 
its highest level since 1930. ualizer, the unit COsmIps sae BP Prergge -nd oy 2.5 5,371 12.1 ST ES <) Seererrrrrererrrrrrre ree 5.9 12,550 oe. 
“Fewer and fewer people believe ee Ee pos Rg aye Mae | UMMM kes canssccecds 62.1 39,263 62.5  39,600|Liberty .............ccc0eee 41.6 17,854 43.5 

at it is possi ‘way | about oV charts, pictures OF Gal manieer. ouliiond MEE cabana eiéabddatabecnes 70.5 447,934 53.6 
that it is possible to spend our way sheets which can be arranged in any Total Group ........ oe eee 543,991 ee gS eee 16.4 $11,152 17.1 
= desired order. The New Yorker............ 126.8 54,405 172.4 

——$$—$—$—_—— WOMEN’S MAGAZINES *New = Times Magazine 24.9 26,908 39.3 
A i ° ac: 3s 2s. eee 14.1 9,568 17.7 RE RR Per TTTTrreriee es 63.5 27,25 3 3.9 
MAILING SERVICE tkin Ky ett Named ; Good Housekeeping. ........ 97.8 41,973 96.7 41,463 1 PathGnGer ..cccccccecessccs 17.5 TAF 20.6 
. Aitkin Kynett Company, Phila-| Harper's Bazaar ........ ae a’ aa a eee Sree 2.2 11,515 ... 
Multigraphed letters filled-in equal to delphia, has been appointed to han-| j{olland’s .................. 18.9 14,327 17.8 13,484] The Saturday Evening Post.131.4 89369 150.6 
ndividually typewritten ones. ’ fer F iler “—~ Res - Rh 10.9 7.467 | *Scholastic 6.7 2 906 10.8 
RES MEOGRAPHING dle the advertising of Karl Seiler | Home Arts Needlecraft ..... 7.1 4,855 r 7,467 | *Scholastic .....++.++s+se0e. 6 2,906 10 
ADD SING-Ot t c se ED tne etand desde 6 aes 19.4 13,184 22.9 SELSEG TCR WOON Fe eevccerccesves 21.4 21,776 22.4 
In & Sons, manufacturer of Gooseneck i 3,184 2.9 5,568 | °T a fn 
THE LETTER SHOP, Inc. |. || liverwurst and other meat products. | Junior League 0-000... 10.5 6,625 12.3 7,748 | $Time «. --......0s0+++s0000. ies nses 187 
440 So. >) Wabash 8655 Newspapers, car cards and window Palme a Journal....... 47.1 - oo te sete 1ited States } ree 16.3 31,884 16.7 
° . a Mé -) se Pevariirrere sococoe B6c8 9 vee »o 
displays will be used. DEE. sntdeidrkdansecdses 56.2 38,182 60.2 40,925 Total Group ............ .ee «585,92 
— Parents’ (National) ........ 41.7 17,878 38.3 16,432 *Figures provided by publisher. 
: Parents’ (Sp. Edit.) ........ 4.3 1,825 2.4 1,009 tFive issues in 1939. 
a, | ECE ERC TERERTECET 17.7 12,023 23.5 15,948 §Three issues. 
Pictorial Review ....... 29.9 20,356 36.9 25,134 ‘Not included in total. 
DE. 6b 000000660000 b0e049% 22.7 9,744 19.9 8,519 All weeklies had five issues in 19358. 
pc, 2. eee 18.8 20,914 56.4 24,215 *tPage size changed from 636 to 680 lines 


BUILT TO LIFT FIFTY TONS! 


The average person consumes fifty 
And 
though figures aren't handy. it’s 
a bet that a bulk of 
that tonnage is taken aboard dur- 


ei tons of food in his lifetime. 
safe to lay 


a ing the high-school age! 
a Youth 
And, in more ways than one. the 
600,000 readers of the AMERICAN 


- 
‘ 


must be served—— food. 


Boy (78°; of high-sé hool age} 


market for the 


are a growing 


makers of food! 
the next years, 
these OOO O00 appetites will take 


care of thousands of cans of beans 


During few 


and soup... bottles of ketchup 


and ginger ale cartons of 


cereals, loaves of bread. 

But there ll still be many tons 
to go to round out the fifty! And 
the brand names that will fill the 
order are being decided now. 

Get on a menu while an appe- 
tite’s young but big——and you'll 
American Boy 
forms for April are closing. 


stay on for life! 


The YOUTHS COMPANION B rates 
Detroit Michigan 


February Magazine 
Linage Shows 
Decline of 8.5% | 


New York, Feb. 9.—February 
magazine linage totaled 1,285,398, a 
decline of 8.5 per cent from 1,404,- 


‘Romaine McCall Heads 


Michigan Press 


Romaine McCall, co-publisher of 
the Gratiot County Herald, Ithaca, 
has been elected president of the 
| Michigan Press Association. 

Other new officers are Floyd J. 
Miller, Royal Oak Tribune, first 
vice-president; Al Weber, Cheboy- 


718 reported a year ago, according 
to figures released today by Pub- 
lishers’ Information Bureau. 
Weekly and semi-monthly maga- 
zines, currently reporting January 


'linage, also experienced a decline 


from 1938 totals. The weeklies and 
semi-monthlies carried 585,923 


lines, a drop of 9.5 per cent from 


| the January, 1938, total of 647,448. 


| Among those reporting February 
linage, the standard group alone 
}was able to show a gain. This 
| group carried 23,772 lines, 
crease of 2.2 per cent over 
year total of 23,269 lines 


an 
its last 


General Group Off 8.6% 


General magazines carried 543,- 


from the February, 1938, total of 
595,367. Women’s magazines suf- 
fered more severely than 
others, with the current total of 
438,824 lines being 10.2 per cent 


|lower than the 488,376 reported a 


| year ago. 
Linage in women’s group maga- 


| zines declined 8.2 per cent, the cur- | 


rom total being 180,348 as com- 
| pared with 195,516 in 1938. Out- 
|door magazines reported 74,135 


lines, a loss of 3.5 per cent from the 
76,800 carried last year. 

| Mail order magazines carried 
24,328 lines, a drop of .3 per cent 
from the 24,390 reported in 1938. 
Figures and page totals for the in- 
dividual magazines 


are shown in 
the accompanying table 
i ‘ 


in- | 


991 lines, a decline of 8.6 per cent | 


the | 


gan Observer, second vice-presi- 
dent, and Nelson Brown, Ingham 
County News, treasurer. 
| en 


‘Irwin Joins Foley 

| Henry J. Irwin, formerly with 
| General Autdoor Advertising Com- 
|} pany, has joined the new busi- 
ness staff of Richard A. Foley Ad- 
vertising Agency, Philadelphia. 


Henry J. Schmitt, formerly with 
the New York office of Ridder- 
Johns, newspaper representative, 
has become publisher of the Morn- 
ing American and Evening News, 
Aberdeen, S. D. He was previously 
advertising manager of the Amer- 
ican and News. 


Bourbon Distillers! 
Part of your market is comi to 
New York for the World’s Fair. 
Be sure your brand is well repre- 
sented. Use the medium that reaches 


96% of the package stores and 76% 
of the bars, grills, hotels. 


BEVERAGE RETAILER WEEKLY 
1819 Broad way, New York, N. Y. @ Circle 6-8181-2-3-4 


Advertising Men's Florida Headquarters 


_—_ — 


ae 


| 


DANIA BEACH HOTEL 


ey eee oo 


DANIA, FLORIDA 
19 MILES NORTH ONLY N | 
OF A. A. A. HOTEL U. S. No. 1 
MIAMI IN DANIA HIGHWAY 
SITUATED IN A 3 ACRE PARK of TROPICAL PALMS and FLOWERS 
@®LARGE OUTSIDE ROOMS 
AAA ®LOW RATES ALWAYS 
HEAR BEACHES 
. 
SEND FOR BOOKLETS AND RATES e EXCELLENT CUISINE 
H 
25 MINUTES FROM MIAMI BEAC 
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February 13, 1939 


ADVERTISING AGE 


31 


The rates for this department are as 
“Positions Wanted,” 
30 cents a line, minimum charge $1. 


“Help Wanted,” 
“Representatives Available,” 
cash with order, 

All other classifications (sin 


le insertion rates): 


follows: 
“Representatives Wanted,” and 


Terms 
% in., $2.75; 1 to 3 in., 


$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


—— 


POSITIONS WANTED 


{p\. SALES PROMOTION MAN— 
Married—Now agency executive—De- 
sires position with alert agency or 


ady. dept.—Knows Mail Order, Maga- 


zine, Newspaper, Radio Adv.—Special- 
jst in ¢ ‘osmetic, Medical, Clothing, 
Food and other major fields—Copy- 
writ r layout, production — Plans 
sales, marketing, distribution—Many 
proven successes—A-1 Ref. 

Box 1654, ADVERTISING AGE, Chgo. 
Your consumer relations program 


dire ted by alert woman familiar with 
consumer movement will have decided 
sales possibilities Consumer-dealer 
contacting, writing, lecturing, full or 
part time. 

Box 1655, ADVERTISING AGE, Chgo. 
Can you use a capable and efficient 
young woman with 10 years’ execu- 
tive, stenographic and bookkeeping 
background in radio, advertising and 


sales promotion, 
Box 1657, ADVERTISING AGE, Chgo. 
ADVERTISING MANAGER—I am a 


top-ranking success in a 
which has made 


company 
phenomenal progress 
in the past eight years, including 
1938. Sales and earnings have soared; 
product leadership and company domi- 
nance solidly established; our sales 
and advertising policies have earned 
national recognition. I am especially 
qualified to direct the advertising and 


sales promotion of a company in the 
technical, service, industrial, medical, 
dental, professional, chemical, educa- 
tional or metallurgical fields. If you 


are looking for an advertising execu- 
tive whose experience will return 
profits on your investment, you will 
find an interview worthwhile. 
Box 1660, ADVERTISING AGE, Cheo. 
Sec Secretary—advertising publicity, sales 
promotion, radio, executive ability, 
expert stenographer. 

ADVERTISING AGE, N.Y. 
Scodustion man—many years experi- 
ence with large Chicago agency. Thor- 
ough knowledge of all details of work, 
including art directing and space buy- 
ing. Box 1659, ADVERTISING AGE, 
Chicago _Illinois, 

ART and PRODUCTION 


Box 1658 


as assistant to adv. megr., or produc- 
tion mer. 5 years REAL experience. 
Box 1661 ADVERTISING AGE, Cheo. 


; PHOTO. AD-C ARDS 


WHAT'S NEW ?—OUR ADVERTISING 
CARDS are and distinc- 


outstanding 
tive: They go straight to the man who 

iys and they sell him your product: 
Don't overlook this economical and 
effe ve means of getting orders: 
Use: b y large and small concerns: At- 
tractive NEW samples free: Write 


“a mi 
Graphic Arts Hamil- 


Photo Service, 
ton, Ohio. 


Scope of Offset 
Shown in New 
Book for Users 


New York, Feb. 8.—Practical ap- 
plications of offset lithography to a 
wide variety of advertising needs 
have been compiled in book form by 
Waltwin Publishing Company and 
issued under the title, “Obviously 
Offset.” The collection of specimens 
and production and layout hints 
makes up a 64-page volume, 9x12 
In size, priced at $2 a copy. 

Twenty-four separate chapters 


“over such subjects as simple de- 
sign effects, 


‘ 
Y 


divisions and propor- 
reversing and _. ballooning, 
and box designs, decorative 
shading sheet effects, third 
ions and type and picture 


HELP WANTED 
National Trade Paper serving machin- 
ery and metal trades needs first class 
editor and qualified advertising repre- 


sentative. Exceptional opportunities 
for both. Send references, qualifica- 
tions, age, experience, et 


Box 1656, ADVERTISING “AGE, Chgo. 


Chicago Salesman wanted by up and 
coming photographic studio. He may 
sell commercial art at the same time. 
Or handle business end entirely and 
build his opportunity. 

Box 1653, ADV ERTISING AGE, Chgo. 


REPRESENTATIVE WANTED 
EASTERN REPRESENTATIVE 
WANTED. Extension Magazine (The 
National Catholic Monthly) straight 
commission and no extras. Apply H. 


J. Blakeley, Adv. Megr., 360 N. Michi- 
gan Avenue, Chicago, Illinois. 


REPRESENTATIVE AVAILABLE 
AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


EXPERIENCED BUSINESS PAPER 
REPRESENTATIVE now handling 
two well established publications de- 
sires to add a third, or, if right op- 
portunity is presented, will discon- 
tinue present papers and devote full 
time to paper offering better poten- 
tial. Middle west territory now being 
handled. 
30x 1652, 


ADVERTISING AGE, Chgo 


STOCK CUTS 

LITTLE BLACK AND WHITE CUTS 
(inexpensive) add zip and verve to 
text for small ads., circulars, letters, 
announcements, house organs, blot- 
ters, etc. Send your address. Har- 
per’s, 283-f E. Spring St., Columbus, 
Ohio. 


MISCELLANEOUS 


NEW WAY TO SAVE MONEY! 
Even tho your budget is extremely 
limited, spend it effectively. Utilize 
this newest process which does away 
with expensive typesetting and cuts!! 


Perfect process for all sorts of pic- 
torial advertising, literature, sales 
letters, price lists, catalogs, booklets, 


bulletins, broadsides, etc., ete. 
Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22c 
Even lower prices to quantity buyers. 

Send for free informative book, 
Laurel Process, 480 Canal St., N. Y¥. ¢ 


Just phone WALKER 5-0527, if you 
are in New York City and Metropoli- 
tan Area. A trained representative 


will give you complete details. 


classifications. In addition, special 
attention is devoted to house organs, 
direct mail, covers and _ frontis- 
pieces, charts and graphs and cou- 
pon uses. 

The material in the book, care- 
fully indexed and arranged, is in- 
tended for quick adaptability and 
economical production. 


Combs to Agency 

Roger M. Combs, Jr., former sales 
promotion manager of American 
Airlines, Inc., Chicago, has joined 
Erwin, Wasey & Co., Chicago, as 
account executive. Mr. Combs has 
been with the Jam Handy Organi- 
zation recently. 


Anaconda to McCord 

Anaconda Sales Company, 
conda, Mont., has 
McCord Company, 
advertising counsel. 


Ana- 
appointed the 
Minneapolis, as 


REGINA 


ALGARY 
EOMONTON 
VANCOUVER 


WSALES Are Your Problem 


—if you are looking for new slants to put more pep into sales—if you want 
‘0 know how others are keeping salesmen on their toes—how they are 
making sales letters puli—how they are cutting down selling costs 


DARTNELL CAN HELP YOU—SEND TODAY 


0 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


(ee 


New Daytime Radio 
Show Sixth for 


Lever Brothers 


New York, Feb. 9. — Lever 
Brothers will begin a new daytime 
series on 60 stations of the Colum- 
bia Broadcasting System, Feb. 13, 
for Lux toilet soap and soap flakes. 
The program, entitled “The Life 
and Love of Dr. Susan,” will be 
heard Mondays through Fridays 
from 2:15 to 2:30 p. m. with a re- 
broadcast from 5:15 to 5:30 p. m. 
Lever Brothers is currently spon- 
soring five other shows on the CBS 
network including the Al Jolson 
show, “Lux Radio Theatre,’ “Big 
Town,” “Big Sister,” and “Aunt 
Jenny’s Real Life Stories.” J. Wal- 
ter Thompson Company is_ the 
agency. 

Cigarette Program Renewed 


American Cigarette & Cigar Com- 
pany has renewed its program fea- 
turing Eddy Duchin and his orches- 


the March 6 
Young & Rubicam is 


is effective with 
broadcast. 
the agency. 


Bisodol Enlarges Network 


A. S. Boyle Company and Bisodol 
Company have renewed “John’s 
Other Wife” heard over the NBC 
Red network on Mondays through 
Fridays from 10:15 to 10:30 a. m. 
Fifteen stations have been added, 
bringing the total up to 45 for the 
program. The agency is Blackett- 
Sample-Hummert. 


Anacin, Kolynos Continue 


Anacin Company and Kolynos 
Company, through Blackett-Sam- 
ple-Hummert, have renewed “Just 


Plain Bill” heard on Mondays 
through Fridays from 10:30 to 
10:45 a. m. 


Farina Program Extended 

“We, the Wives” has been ex- 
panded to the Mutual Broadcast- 
ing System network by Quaker Oats 
Company. The program, for Fa- 
rina, is heard on Sundays from 
4 to 4:30 p. m. Benton & Bowles 
handles the account. 


Golden Joins Barlow 
Harold Golden has joined Mason 


NBC January Total 
Was $4,033,900; 
Highest on Record 


New York, Feb. 7.— National 
Broadcasting Company’s January 
billing for its Red and Blue net- 
works totaled $4,033,900, it was re- 
ported here this week. This is the 
highest monthly volume on record 
and the first month ever to exceed 
the four million mark. It is 6.3 per 
cent higher than last year’s January 
total of $3,793,516. 

Of the NBC total, the Red net- 
work accounted for $3,035,511 and 
the Blue, $998,389. 


MBS Shows Increase 


Mutual Broadcasting System like- 
wise showed an increase in its Jan- 
uary billing, while Columbia Broad- 
casting System experienced a de- 
cline from last year’s figures. 

MBS reported $315,078 this year, 
16.7 per cent more than its January, 
1938, total of $269,894. The CBS 
January total was $2,674,057, a de- 
cline of 7.1 per cent from the 1938 
total of $2,879,945. 

The combined January total for 


tra, over the NBC Red network.| Barlow & Associates, Chicago, as the three was $7,023,035, as com- 
The program is heard from 9:30] account executive in the new busi-| pared with $6,943,355, in 1938, a 
to 10 p. m. on Mondays. Renewal] ness department. gain of 1.2 per cent. 
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ye ST. LOUIS ninety-five out of aa KWK SPONSOR obtains 
a hundred listeners habit- potential Coverage of 88 


ually listen to St. Louis stations. 
On a radius away from the city 
this percentage drops to 85, to 
61 and then to 27 as indicated 
on the map. St. Louis Sponsors 
can commercially influence 
homes in the 95, 85 and 61 per 
cent Areas—for markets beyond 
that other stations should be 
used. KWK has termed the 95, 
85 and 61 per cent Areas—The 
St.Louis Zone of Radio Influence. 


AW 


potential 


per cent of the Radio Homes and 


Influence of 90 per 


cent of the Retail Sales in the 
St. Louis Zone of Radio Influence. 
These figures are taken from the 
most thorough radio survey ever | 
made of the St. Louis outlying 
area. 7173 completed telephone 
calls were made in 21 towns by - 
R. L. Polk and Company. KWK 
Coverage of a Major Market 
was dramatically proved. 


THOMAS PATRICK, INCORPORATED 


HOTEL CHASE 


SAINT LOUIS 


Representative PAUL H. RAYMER CO. 


NEW YORK 
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Long Career Ends 


for Originator of 
Clark Bar Candy 


Pittsburgh, Feb. 7.—David Lytle 
Clark, the man who made the Clark 
bar and Clark’s Teaberry gum 
known all over the country, suc- 
cumbed here to a heart attack 
Feb. 3. Mr. Clark, president of the 
Clark Brothers Chewing Gum Com- 
pany, was 74 years of age and his 
business career dates back to post 
Civil War days. 

He started the now vast candy 
and chewing gum business in a one- 
room factory, and though he led a 
quiet and unobtrusive life, with his 
business operations shielded from 
public gaze, his name was later to 
appear on literally billions of candy 
bars, chewing gum wrappers and 
candy-coated popcorn boxes. In 
prosperous years, it is said that the 
Clark bar sold at a rate of more 
than a million a day. 

Born in Ireland, Mr. Clark came 
to America and started work when 
eight years of age carrying market 
baskets. When older, he attended 
business college at night. At about 
the same time that Milton Hershey 
was cooking and selling caramels 
from door to door in Philadelphia 
and William Wrigley, Jr., was sell- 
ing soap by horse and wagon in 
Chicago, Mr. Clark opened his one- 
room factory in McKeesport, Pa., 
where he manufactured a candy- 
coated popcorn confection packaged 
in an attractive cardboard container 
and called “Zig-zag.”’ As an added 
selling inducement, there was a 
“prize in each and every package.”’ 


Made Gum in 1886 


About 1886, when chewing gum 
was still a novelty, Mr. Clark began 
to look into its possibilities. He 
asked a druggist what was in it. 
The druggist replied that the gum 
was chicle, the coagulated sap of 
the tropical sapodilla tree. Mr. 
Clark procured a bale of chicle from 
New York and experimented until 


finally he had evolved a chewing | 


gum to satisfy his specifications. 


He decided to flavor his gum with 
leaves of the mountain tea plant 
which he had enjoyed chewing as a 
boy. From this, the gum derived 
its name of Clark’s Mountain Tea- 
berry gum. de colored it pink, he 
explained, because he thought that 
color would be most attractive to 
the public. 

In 1911, he moved his plant to the 
north side of Pittsburgh, where it 
is now. The five-cent candy bar 
was then becoming popular, and 
Mr. Clark developed one of choco- 
late-coated spun taffy, which he 
called the Clark bar. The business 
expanded and new lines’ were 
added. He finally separated the 
chewing gum and candy depart- 
nents, housing the former in a sep- 
rate building across the street from 
iis big candy factory. 


FEIGENSPAN DEAD 


Newark, N. J., Feb. 7.—Christian 
|W. Feigenspan, president of the 
Feigenspan Brewing Company, died 
today at his home in Rumson, on 
the Jersey shore. He was 62 years 
old. A consistent believer in adver- 
tising, he built a huge business on 
the widely promoted slogan “Pride 
of Newark.” 


LARCHAR PASSES 

Providence, R. I., Feb. 7.—Wil- 
liam Larchar, 60, partner in Lar- 
char-Horton Company, died here 
Friday after a short illness. He was 
with Proffit, Larchar Company and 
Edward S. Jones’ Sons Company 
before starting his own agency sev- 
eral years ago. 


DONALD MILLER DIES 

Chicago, Feb. 8.—Donald C. Mil- 
ler, vice-president of The Office Ap- 
pliance Company, publisher of Office 
Appliances, died here today. He 
served as Midwestern advertising 
representative of the company. He 
was at one time Midwest represent- 
ative of the Black Diamond and 
Redbook. 


“Redbook” Adds Gay 


Rex Gay, formerly with House- 
hold Magazine, has joined the West- 
| ern advertising staff of Redbook, 
| Chicago. 


ATTEND CLOSELY! SMALL AD, 
LIKE SMALL CLUE LEAD WAY 
TO BIG RESULT. WANT-ADS 
IN INQUIRER OF MORE 


NUMBER THAN 


IN OTHER 


PAPERS OF PENNSYLVANIA. 
REFRESHING RESULTS 
MOST WELCOME. BETTER 


TO 


BUY AD TO SELL 


THAN TO FOLLOW 


You don’t have 


to be detective . . . 


to know that INQUIRER is Phila- 


delphia’s Greatest 


SELLING Medium 


CIRCULATION: DAILY, 341,994. Sunday, 1,035,893 


i 


—$<—= 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 


a 
+20 RETAIL ACTIVITY 
in MAJOR MARKETS 
+") Compared with Last Year 
Week-by OO i ga 
vanation 
+10 Total variation >—On O A y 
year to date 
+ 5 
LasT 
vear _— —™~ 
o 5 oe 
- 10 
- 15 
" ' 25 1 
s 4 28,Cti‘ “ . 18 it le = 8 a = 
JANUARY FEBRUARY MARCH APRIL 
% Gain %,Gain 
5-Week 5-Week 5-Week or Loss’ or Loss ; , 
Period Period Pericd 1939 1939 Week Week % Gain 
Ended Ended Ended over over Ended inded or 
City Feb. 6, 1937 Feb. 5, 1938 Feb. 4, 1939 1927 1938 Feb. 5,1938 Feb. 4, 1939 Loss 
Pa ee : ae 1,331,760 1,104,032 $13,661 —38.9 —26.3 242,158 161,609 —33.3 
fo | See ee 566,880 454,363 460,341 18.8 +1.3 88,179 82,558 64 
Atlanta, Ga. ewe es 1,191,764 1,305,514 1,411,746 + 18.5 4-81 318,598 340,326 + 6.8 
Baltimore, Ma. ....+00% 1,881,316 1,798,210 1,663,821 11.6 —7.5 343,078 325,609 —5.1 
Birmingham, Ala 1,018,206 1,024,926 1,038,884 +2.0 +1.4 222,166 f 
PORCOM, BEMOM, scccvsecs 1,859,395 1,779,804 1,804,22 -2.9 +1.4 334,765 
Bridgeport, Conn. .... 820,596 809,984 814,968 af), 7 +0.6 154,644 
Buffalo, N. Y. .... : 1,373,638 1,406,342 1,143,170 —16.8 18.7 265, 168 
Cam@en, MH. J. .cscee 380,967 308,007 206,406 -19.6 0.5 69,965 
Cedar Rapids, Ia. ..... 391,118 359,198 377,678 3.4 +5.1 12,744 
Charleston, W. Va. 825,405 882.764 851,025 + 3.1 3.6 168,378 
Chattanooga, Tenn... 524,500 515,043 611,919 + 16.7 +-18.8 108,470 
Chicago, Il. 2,702,329 2,542,400 2,310,125 14.5 —%.1 931,724 
Cimoinnatl. ©; .ccsiccass 1,250,194 1,326,022 1,308,556 + 4.7 —1.3 256,788 
Creversme, ©. .ccecics 1,747,575 1,762,282 1,479,419 15.4 —16,1 310,821 
COMMDUS, OD, ccccevess 1,199,107 1,097,698 1,130,545 —5.7 + 3.0 209,706 
fo Se ee 1,744,919 1,882,300 1,820,128 + 4.3 —3.3 420,716 
oO a) 712,074 745,146 672,706 -5.5 —9.7 144, 78 
Log) Sl: Ser rs re 1,186,542 1,150,470 1,076,992 aa ,3 6.4 237,606 
Denver, Colo. ..... 808,140 785.055 812,837 + 0.6 +3.5 168 993 
Des Moines, la. ...... 543,659 580,414 568,407 + 4.6 —2.1 147,621 
Detroit, Mich. ...... 1,900,503 1,689,899 1,629,709 14.3 —3.6 329,758 
JR, %.: Sarre 882,347 907,595 848,120 —3.9 —6.6 178,052 
rh ee chewekee saa 691,942 730,306 719,796 + 4.0 —1.4 141,848 
Fall River, Mass...... 283,726 267,433 269,639 4.9 +O0.5 63,692 
Flint, Mich. .......... 630,056 661,990 723,750 14.9 +9.3 132,03 
Fort Wayne, Ind. .... 919,758 867,888 847,469 ‘.9 —2.4 172,284 
ol A Serre ee 610,469 474,486 -30.2 10.2 81,560 6,25 
Grand Rapids, Mich. .. 871,234 727,010 “13.5 + 3.7 133,86 x 145,068 +8. 
Greenville, 8. C. ..... 547.049 500.886 —6§.1 + 2.6 117,334 131,314 +11.9 
Houston, Tex. ... “1,254,564 1,274,706 1,357,738 + 5.7 + 6.5 244,166 319,102 + 30.7 
Indianapolis, Ind. ..... 1,429,708 1,405,864 1,270,544 11.2 9.6 246,890 265,258 7 ‘ 
Jacksonville, Fla. .... 767,704 695,305 742,336 3.3 + 6.8 148,428 161,476 g.8 
Jersey City, N. J. ...--. 211,420 168,100 141,15 53.2 16.0 30,513 30,794 0) 
Kansas City, Kans , 230,223 244,671 232,183 + 0.9 —5.1 98,142 44,716 —23 
Knoxville, Tenn. ...... 781,186 869,918 838,164 +7.3 3.7 239,792 222,544 —7 
Little Rock, Ark wee 764,690 784,196 743,960 -2.7 —5.1 176,792 154,896 —12.4 
Los Angeles, Cal. ..... 2,176,703 2,074,356 2,175,108 -0.1 +4.9 392,682 400,707 + 2.0 
ttLouisville, Ky. ...... 850,351 1,235,185 1,146,259 +34.8 —7.2 242,562 224,353 —i.5 
Fo ee eer ere 857,108 717,038 682,908 —20.3 —4.8 132,104 126,000 —4.6 
Manchester, N. H....... 292,544 321,254 $12,852 + 6.9 —2.6 58,182 68,840 +18.3 
Memphis, Tenn, ..... ‘ 902,792 956,270 897,652 —0.6 —6.1 186,606 191,856 + 2.8 
Milwaukee, Wis. ...... 1,432,927 1,375,108 1,247,907 —12.9 —=§,3 274,611 258,838 —5.§ 
Minneapolis, Minn. .. 1,400,701 1,244,949 1,244,321 —11.2 —0.1 245,937 238,536 —3.0 
Moline-Rock Island ° 682,682 703,248 655,088 —4.1 —6.9 161,252 146,832 8. 
New Bedford, Mass, .. 296,758 295,494 269,668 —9.1 —8.5 62,930 57,890 —8.0 
New Haven, Conn 810,222 789.488 802,438 6.9 +1.6 164,458 163,282 —0.7 
New Orleans, La ‘ 1,900,984 1,583,967 1,678,239 11.7 +-5.9 327,401 349,183 + 6.1 
tNew York, N. Y. . : 5,905,363 5,453,842 +,104,326 -13.6 —6.4 1,094,688 992.463 —9.4 
tBrooklyn, N. Y , 664,694 442,445 $10,483 —38.3 -7.2 93,130 70,718 —24.1 
| i) SRR 819,770 778,652 812,518 —0.9 + 4.3 145,936 155,722 +6.7 
Oakland, Cal. .... - 589,149 628,279 630,915 +71 + 0.4 112,788 119,105 +5.6 
Oklahoma City, Okla. 933,940 982.870 936,824 +0.3 —=4 7 198,128 187,250 onltt 
Pees Ue cies ae ese . 899,716 893,759 877,279 —2.5 —1.9 167,720 140,378 —16.3 
Philadelphia, Pa 2,667,945 2,377,176 2,408,909 9.7 +1,4 346,040 73,043 + 36.: 
Phoenix, ATS. 2.2.00. 615,496 716,254 653,156 + 6.1 8.8 143,878 150,23 +44 
giviioly ; 3 . See 2,132,676 1,881,782 1,685,292 20.9 -10.5 396,634 353,150 —10.9 
Portiand, Ore. ......:; 987,293 862,736 o9% +- 6.1 + 21.4 171,444 206,920 + 20. 
SY a . Se 841,722 809,228 $17,113 2.9 +0.9 174,650 160,118 —8.3 
Richmond, Va. ...... 1,032,514 1,013,614 1,024,072 0.8 +1.0 211,414 211,022 —0.2 
§Rochester, N. Y. . 1,575,314 1,276,047 1,259,544 20.1 1.3 249,911 239,473 4.2 
Sacramento, Cal. . 732,984 651,000 692,762 5.5 6.4 114,632 123.312 7.6 
San Antonio, Tex 548,170 533,673 581.501 +- 6.1 8.9 105.548 109,899 + 4,1 
San Diego, Cal. ... 1,349,796 1,158,122 1,146,572 15.1 1.0 200,326 211,484 +5.t 
San Francisco, Cal 1,326,273 1,408,187 1,435,675 +8.2 +1.9 320.633 200.338 -6.: 
Seattle, Wash, ..... S18 090 748,468 402,072 + 10.3 20.5 161.266 172.018 46.7 
**South Bend, Ind, .. 815,153 650,608 483,200 -40.7 25.7 124.548 83,985 32.6 
Spokane, Wash. .... 644,406 676,130 647,822 +-0.5 ik 138.278 159.348 + 15.2 
St. Louis, Mo. .. 1,616,455 1,473,580 1,437,225 11.1 25 292.790 284.270 —2.9 
St. Paul, Minn 1,009,110 1,030,515 884,59 12 —14.2 180,337 162,181 —10 
Syracuse, N.Y. ... 937,141 $27,312 875,889 6.5 +5.9 168,322 168,896 +0 
*Tacoma, Wash. 563,450 496.398 508,536 —= 9,7 +2.4 100,800 107,128 + 6.5 
Tampa, Fla oe 530.264 524,202 584,402 +-10.2 $11.5 90.160 162,148 79.8 
Toronto, Ont., Can 1,972,735 1,627,762 1.536.631 22.1 —5.6 308,678 314,752 +1. 
Troy, N. ¥ ; 336.462 284,634 300,678 10.6 is 6 58.282 60.550 3.9 
Pulsa, Okla . 787,682 819,638 764,162 —3.0 6.8 164,206 156,744 40 
Washington, D. C 3,161,458 2,863,638 3,138,204 0.7 9.6 624,373 698,038 iL! 
Worcester, Mass 933,110 1,031,706 863,603 7.5 16.3 187,329 162,680 13.2 
Youngstown, O 742,191 689,331 613,682 17 10.9 158.977 139.744 -12.1 
Total $6,960,767 82,798,372 80,713,410 7.2 2.5 16,566,890 16,317,753 — —1 
‘Akron Times-Press discontinued Aug. 28, 1938. a aie — = 
tNew York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937 
§Journal and Sunday American discontinued June §&, 1927 


*Daily Ledger discontinued June 23, 1937. 
**News-Times discontinued Dec. 28, 1938. 


ttWeek of 1937 low. due to flood 


. - | - ? eal . . . 
Agency for Sofskin Starts Newspaper Drive ‘Davis to Stevens 
Sofskin Company, Findlay, O.,| Park & Tilford Import Corpora- 
has appointed Sterling Beeson, To- | tion has released a newspaper cam-| president 


and _ publisher 
ledo, O., to direct advertising of | paign for Vat 69 Scotch whisky.) Advocate, 


Chicago 


Anglo-Jew's 


Don L. Davis has resigned ® 
of The 


h 


Sofskin Creme. Newspapers, maga- | Class magazines are also being used. weekly, to join Jewell F. Steve® 


zines and radio will be used 


Faller is account executive York, handles the account and account executive. 


R. J.| Charles M. Storm Company, New| Company, Chicago, as radio direct 
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ADVERTISING AGE 
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FEATURES HOSPITAL 


The unfailing attention value of "Men in White" 
Hospital, Milwaukee, in a promotional booklet soon to go into distribution. The 
shot was actually made in the hospital by Pohiman Studios, Milwaukee. 


Robot’ Charts 
Offered As Aid in 
Printing Estimates 


) New York, Feb. 8.—‘“Robot calcu- 
lators,” described as new forms of 
charts for estimating automatically 
printing, engraving and _ paper 

prices and quantities, make their 

st ap pearance in the fifth edition 

f the “Advertising & Publishing 

Production Yearbook,” graphic arts 
reference manual, just published by 

»Colton Press. The book lists for $5. 

’ Also featured is a special section 

) to be used by printing buyers as a 
“first-aid kit,” consisting of short- 
cuts and solutions to production 
problems concerning planning, pa- 
per, ink, color, preparation of copy 


ind art, photography, photo-en- 
graving, electros, stereos, press- 
work, binding and finishing. 

Other innovations include an 
dentification chart of similar type 
faces designed to eliminate con- 
‘usion regarding types resembling 
he another; 1,274 postal facts in 


‘chart form; 15,168 items on paper 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


panna 


PROMOTION STORY 


was harnessed by the Columbia 


lincluded in the Munder Paper 
Chart; a tabular arrangement of 
fifteen styles of flat bindings, fully 
described; 3,432 measurements on 
copy-fitting of 572 types; 154 se- 
lected reference books for the pro- 
duction man prepared by Carnegie 
Institute of Technology; and 58 le- 
gal hints on how to protect ideas 
and trademarks. 

The volume, published annually 
and completely revised, contains 150 
new articles and charts by graphic 
arts authorities; a composite type 
face directory, described as the most 
comprehensive ever published, con- 
taining 1,148 type faces available in 
8,000 sizes; 720 facts on 120 print- 
ing presses; description and com- 
parison of all reproduction methods 
including letterpress, gravure, lith- 
ography, silk screen and collotype; 
and hints on newscolor printing. 


“Time” to Include 
Index of Conditions 


Time, New York, has started an 
“Index of Business Conditions,” 
which will be a regular weekly fea- 
ture of the magazine. 

The new index, prepared by the 
editors in collaboration with Town- 
send-Skinner & Co., will report on 
the financial soundness of business 
| in the United States. 


Heinmiller Changes 

A. G. Heinmiller has resigned as 
advertising manager of S. J. Brou- 
wer Shoe Company, Milwaukee, to 
take charge of advertising, cus- 
tomer analysis and market research 
for American Paper Company, Mil- 
|; waukee. 


Jaeckel Appoints Kimball 

H. Jaeckel & Sons, New York fur- 
rier, has appointed Abbott Kimball 
Company, New York, to direct its 
advertising and publicity program. 
The company will move to the new 
Jaeckel bldg., at 10 E. 57th street, 
May 1. 


Retains Bel Geddes 


Norman Bel Geddes will design 
| all covers for American Business, 
beginning with the February issue, 
Eugene Whitmore, editor, has an- 
nounced. 


Gilbert Promoted 


| 


| Joseph E. Gilbert has been named 
| Western manager of Automotive 
| Merchandising, with headquarters 

in Chicago. He was formerly in the 
| New York office. 


Fourth Essay 
Contest Launched 
by Advertising Age 


(Continued from Page 1) 


sequence ADVERTISING AGE this week 
announces its fourth annual compe- 
tition, with rules and objectives al- 
most identical with those of pre- 
vious years. 

The rising tide of consumer skep- 
ticism and criticism has been and is 
being met with many worthwhile 
attempts to present advertising to 
the public in a more favorable and 
a more nearly accurate light. The 
ADVERTISING AGE essay contest is de- 
signed to be of the greatest possible 
service in furthering this movement 
to recreate public confidence in and 
respect for advertising, and the es- 
sential functions it performs in the 
business economy. It is not de- 
signed to take the place of, or to 
substitute for other movements with 
the same objective in view. 

ADVERTISING AGE will bear the en- 
tire cost of the national competition, 
as in past years, including the prizes 
and the substantial promotional ex- 
penses, but following the rigid 


principles laid down when the com- 
petition was inaugurated, the proj- 
ect will be conducted entirely inde- 
pendent of all business operations. 
No effort will be made to secure 
either circulation or advertising 
revenue in connection with, or as a 
result of, the contest. 


Two Divisions Set Up 


The 1939 competition will again 
be in two divisions, one for high 
school students and another for col- 
lege students, with equal prizes for 
the winners in each division. 

First prize in each division will 
be $250 in cash, plus a trip to New 
York, where, following the prece- 
dent established in previous years, 
these winners will receive their 
awards at one of the sessions of the 
Advertising Federation of America 
convention. 

Second prize in each division will 
be $100 in cash; third prize will be 
$50; and a total of 20 additional en- 
trants, 10 each in the high school 
and college divisions, will be given 
honorable mention awards of $10 
each. 


Local Contests Planned 


Entries must be not more than 
1,000 words in length, and the clos- 
ing date of the competition is April 
23, so as to permit the judges, who 
will be anounced later, ample time 


in which to reach a final decision 
before the AFA convention in June. 

Last year more than 30 news- 
papers and other organizations 
throughout the United States and 
Canada sponsored local tie-up con- 
tests, picking local winners and 
awarding local prizes. This year, 
indications are that an even greater 
number of newspapers and other 
organizations will cooperate in the 
competition, giving it widespread 
publicity. 

Almost 5,000 essays were writtem 
in the competition last year, and it 
is anticipated that a considerably 
greater number will be submitted 
this year. 

Complete details of the contest, 
including the simple rules which 
must be observed by contestants, 
have been printed in a small leaflet 
which is being distributed to stu- 
dents. Copies of this leaflet are 
available without charge to readers 
who may desire them for friends or 
acquaintances. 


American Airlines 
to Move to Newark 
General offices of American Air- 
lines, Inc., will be moved from Chi- 
cago to Newark in the near future. 
The change includes executive, 


sales, advertising and _ publicity 
staffs. 


ONSISTENT results from your newspaper advertising dollars 


mean more sales and better business for you. 


The Cedar 


Rapids Gazette has proved conclusively through its hundreds of 
alert, consistent advertisers that it does produce profitable 


results. 


Imagine a daily in the fourth largest city in lowa running 
234,572 MORE agate lines of paid advertising than its nearest 
competitor! The Cedar Rapids Gazette set this amazing record 
in 1938—a year in which advertisers were pretty cautious where 
their advertising dollars were spent. 


Confidence in the Gazette's year after year ability to pull 
more sales . .. plus a market that is tops in the nation's agricul- 
tural and business standings, lead advertisers to rely more and 
more on this outstanding daily newspaper. 


Let us help you sell your product in "lowa's Richest Market.” 
Reach over 42,000 homes, with a total population of nearly 
200,000 people, regularly with advertising schedules in The Cedar 


Rapids Gazette. 


“BLANKETS IOWA'S RICHEST MARKET" 


The Cedar Rapids Gaszette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


NEW YORK 


CHICAGO 


DETROIT 


al 


A Yea re. 


By a Greater Margin than Ever... 
The Cedar Rapids Gazette 


Leads all lowa in 
Pad Nadvertising Li nage 


HOW IOWA DAILY NEWSPAPERS 
RANKED IN 1938 IN PAID 
ADVERTISING LINAGE 


Agate lines 
THE CEDAR RAPIDS GAZETTE 6,912,698 
The Davenport Times........ 6,678,126 
The Des Moines Register...... 6,373,430 
The Davenport Democrat...... 6,284,124 
The Des Moines Tribune...... 5,897,335 
The Waterloo Courier........ 5,304,334 
The Sioux City Journal...... 4,749,178 


Figures from lowa, Daily Press Asso- 
ciation and Media Records 
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close at hand, advertisers and| viously affixed their signatures.|shows to music, since the popu-|men that the anticipated increage 


Local Program 
Talent Cost Rise 


Faces Advertisers 


AFRA Is Expected to 
Frame Scale for Non- 
Network Shows 


New York, Feb. 10.—With the 
deadline for formal ratification of 
the wage code covering perform- 
ers on sponsored network programs 


agencies this week focused their 
|attention on the future and consid- 
|ered the possible effects of the new 


conditions on broadcast advertising. 

At noon today only ten agencies 
had affixed their signatures to the 
AFRA agreement, but it was ex- 
pected that practically all others 
handling network programs would 
be in line by Feb. 12. Agencies 
which signed the agreement this 
week were: Benton & Bowles, 
Blackett-Sample - Hummert, Comp- 
ton Advertising, Hays Macfarland 
& Co., Lord & Thomas, Ruthrauff 
& Ryan, Stack-Goble and J. Walter 
Thompson Company. The two 
Wrigley agencies, Neisser-Meyer- 
hoff and Frances Hooper, had pre- 


of a certain "wild Irish Rose”, but it is taking in a lot of territory when photo-en- 
gravers are the subject under consideration. . . . The meticulous demands of modern 
advertising and advertisers have made many out-of-the-ordinary engraving organ- 
izations. But the ones who refer to their customers as “accounts” deliver a lot more 
with a package of engravings than nicely etched copper and zinc. Wrapped up in 
that parcel is a reputation for painstaking craftsmanship, dependable perform- 
ance, the willingness to co-operate in any kind of situation, and a businesslike regard 
for value, for cost, and for a just selling price. Rogers serves many large buyers of 
photo-engravings whose names were on their first set of ledgers. And, because of a 


far reaching reputation, other advertisers are constantly becoming Rogers “accounts” 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
CALUMET AVENUE e 


2001 


tions 


The text of the agreement was as 
follows: 

“We wish to enjoy peaceful and 
pleasant relations with AFRA and 
its members, and to that end we 
signify that we will abide by the 
terms of the code during the terms 
set forth therein, unless as to any 
program we give AFRA written 
notice 10 days before the start of 
such program to the contrary.” 


Music to Replace Drama 


As an aftermath of the negotia- 
with AFRA, the following 
points occupied the attention of 
agencies and advertisers that have 
been close to the situation: 

1. A trend away from dramatic 


larity of the former has been due, 
in part, to their comparatively low 
cost. 

2. Speculation over the status of 
talent on local shows, a matter 
which AFRA is expected to take 
under advisement within the next 
few weeks. 

3. A belief that the issuance of 
a new talent scale by AFRA cov- 
ering transcriptions will scotch the 
plans of some advertisers to replace 
live talent by discs in the hope of 
lowering costs. 


Local Costs a Problem 


One of the most significant de- 
velopments of the week was the 
opinion expressed by many agency 


Phone: 


MAY SEARCH EVERYWHERE__ 


but none can compare”, may not have been overdrawn when lauding the charm 


Master Craftsmen of Photo-Engraving 


CALumet 4137 e 


CHICAGO, ILLINOIS 


in talent overhead on local pro. 
grams is viewed with more appre. 
hension than higher costs for net. 
work shows. The latter, observers 
pointed out, have risen as much as 
35 per cent, but when viewed on 
the basis of the vast Markets 
reached through network programs 
the increased cost is not excessive 

The situation takes on a differ. 
ent aspect, however, when loca} 
programs are considered. In othe; 
words, it was explained, a fee of 
$15 for an actor may not be high 
when he is being heard in 25 mar. 
kets, but such a sum would be 
considered prohibitive when he js 
reaching only a local audience. 

John Morrell & Co., Ottumwa, 
Ia., manufacturer of Red Heart dog 
food, reported its costs for a 15. 
minute network program have 
jumped 35 per cent. It was said. 
incidentally, that the agency at- 
tache who heretofore interpolated 
an occasional bark without charge 
has been required to take out a 
union card and he is now drawing 
the scale wage. 

Some of the agencies specializ- 
ing in spot broadcasting have been 
inclined to expect a small decline 
in this form of advertising, argu- 
ing that network advertisers will 
add more stations and eliminate 
spots. On the other hand, tran- 
scription companies have taken an 
optimistic attitude. The local scale 
yet to be fixed undoubtedly will be 
an important factor. 


Cooperative Copy 
Cited as Spur 
to Home Building 


Chicago, Feb. 9.—Building and 9 
loan associations and lumber deal- 
ers have much to gain through co- 
operative local advertising, Clar- 7 
ence T. Rice, president of the 7 
United States Building & Loan Jf 
League, told the Illinois Lumber | 
and Material Dealers Association 
here yesterday. 

Citing the many dual objectives 
of the two groups, Mr. Rice empha- f 
sized the value of local campaigns J 
in all media. Others interested in} 
stimulating home building should 7 
also be enlisted, he said. 

“Full page and half page copy 1! 
newspapers on home ownership ar 
possible,” he declared, “if all of th 
building forces in the community 
unite to pay the bill.” 


Vast Buying Power Cited 7 


Mr. Rice estimated that building | 
and loan associations were respon- 
sible for housing loans last year in- 
volving purchase of $75,000,000 
worth of lumber. Building and loa! 
financed modernization projects 
probably called for another $25, 
000,000 he added. 

“Business conditions are bette! 
than they have been in the past } 
months,” he commented. ‘“Peopl 
have become more optimistic abou! 
the duration of their jobs and th 
real estate market is improving 
Builders are putting up new houses 
right on through the winter mont! 
in many localities for the first tim 
in my memory.” 


Three New Accounts 
To Hillman-Shane 


Hillman-Shane Advertisiné 
Agency, Los Angeles, has been , A : 
pointed to direct the accounts of th ‘ 
newly organized Guild of Califor 
Manufacturers; Cole of Californ® 
shoe manufacturer; and Ve-G® 
Dog Food Company. 

New additions to the agency = 
clude C. J. Wolff to the copy § < 
and J. J. Gorov, head of the me 
chandising department. 


Two Name Wald | 

S. Wald Advertising, New Yor’ 
has been appointed to direct ™ 
advertising of The Tri-Co, hosiet 
importer, and Chinese Embroider 
Products. Newspapers, magazin® 
and direct mail will be used ™ 
both accounts. 


Parker Advances Black 

J. N. Black, formerly assis 
sales manager, has been named & 
eral sales manager of Parker *” 
Company, Janesville, Wis. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


TURNS BACK THE CLOCK 


NOVEL RELAXATION FORMULA 
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New Scientific Research shows 
Quick, Beneficial Eflects of 
a ae | BATH 


Be Sure lo Listen 


Spek arpa pore eed 
long too eonegwinad tg the somlnat petom 


pats fat 
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In 15 minutes relaxation can be induced with a restorative mustard bath, Atlantis 

Sales Corporation, Rochester, N. Y., advises consumers. The theme is being Office workers in the Chicago loop blinked 

tested in newspapers for Colman's mustard. J. Walter Thompson Company, when they saw this figure out ef the 

New York, is the agency in charge. Scientific research is cited to emphasize the past. The commanding bell hailed lis- 

value of the bath in accelerating blood flow and stimulating the rate of teners to a new Town Hall meeting on 
metabolism. (Story on Page |.) Tuesday nights. 


IRRESISTIBLE ALLURE PUT TO WORK BY GENERAL MOTORS 


" Its a date — 


and drive that 
darling Pontiac! 


, FF 
ee 


NEAREST 


SEE YOUR PONTIAC DEALER 


About 5,000 panels in 350 cities throughout the country will present this new Pontiac 24-sheet poster, beginning Feb. 15. 
George Petty is the artist. Color treatment is simple and effective, with background of light airy yellow and girl gowned in 
black velvet. The only spot of bright color is the orchid. The message is in henna to match the damsel's hair. 


MAJOR ENGINEERING DEVELOPMENT BOWS TO CONSUMERS 


HARS IV THE MAKING 
NOW YEARS AHEAD! 


Frigidaire and General Motors Present 
the Worlds first Cold-Wall’ Refrigerator ! 
BUT OW AN LYTIRELY NEW PRINCIPLE 


Saves Food’s Vital Juices from Drying Out 
Preserves Flavor, Color, Nourishment— Amazingly Longer! 


oR! (Ose) mes CEE FeeTt 


Thi 
* double-truck insertion in full color will be the first consumer copy to tell the story of Frigidaire’s new “cold-wall” prin- 


ciple. The “meter-miser” catch phrase will be continued in all Frigideire copy. (Story on Page |.) 


SUBTLE ARGUMENT FOR AIR SAFETY 


E™ CRADLE IN THE SKY... 


SIE 


Developed [rom 125 million 


mules experence 


apper levels. barat 
i 


UNITED AIR LINES ano rp ate ties 
The Main Line. Ainway Cast to Cast Wz 


By emphasizing the large number of baby passengers carried last year, United Air 
Lines is appealing not only to feminine travelers but is also spotlighting the safety 
and comfort of air transportation. The campaign is running in national magazines. 


MORE ABUNDANT LIFE DRAMATIZED 


The more abundant life, as provided by Hotpoint automatic cookery, is dramati- 
cally portrayed in this unusual window display created by Columbus and Southern 
This is no first-prize award specimen from a school for budding surrealists. 


THIS SIDE UP, PLEASE 


This is no first-prize award specimen from a school for budding surrealists. 

It's an “activated” mural by Henry Billings for the Ford exhibit at the New York 

World's Fair. The activation trick, said to be a “first” in mural design, will im- 

press visitors with its whirling gears and moving pistons. The official explanation 

of what you see reproduced here goes something like this: “Depicting how solar 

light and heat can be controlled and used in industry by changing its form but 
not its quantity and harnessing it to do man's work.” 
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DVERTISING, too, needs food. It needs to feed on 
customers who give it strength, add muscle to the 
profits it produces. Such customers abound in New York. 
Let us show you how to find them. 

A study of canned soup sales in New York City just 
made by our Market Research Department* shows that 


1000 above-average-income families buy 2825 cans 
of soup a week; 


1000 average-income families buy 1725 cans a week: 
1000 below-average-income families buy 1390 cans. 


Other studies by our research department show that this 
pattern of canned soup sales is duplicated by the sales 
of numerous other advertised products. They reveal a 
principle that underlies successful selling-for-profit in 
this market — that above-average-income families are the 
quickest source of volume sales. 

Easier and so more economical to sell, numerous 
enough to form a major market —above-average-income 
families are the most profitable volume market avail- 
able. Fed first on such families, advertising gains strength 
the more easily to conquer other markets too. 

Remember this when you plan your New York ad- 
vertising. And remember also that in The New York 
Times, your advertising concentrates its strength among 
these quicker-to-buy, more-profitable-to-sell families. 

* Method checked and approved by Dr. George Gallup, noted 


research authority. This and other studies (in food and drug 
fields mainly ) available to interested executives upon request. 


Che New Pork Cimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


Boston: Boston Globe Building 
Chicago: 230 North Michigan Ave. + Detroit: General Motors Bldg. 
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